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TO THE 


LETTERS 


EDITOR 


illogical, or to state the obvious, 
otherwise they become ridiculous 

Some time ago you reported a 
speech by Mr. H. Q. Faichney, 
director of the Advertising Ap- 


“ Alternative 


Methods” 


Sin,—-Those advertisers who 
have been in correspondence with 
you about the peak price of news- 
paper advertising have a remark- 
ably fine opportunity of delving 
into some of that “research” we 
have been hearing so much about 
in recent years. 

By a very simple and inexpen- 
sive investigation, without the 
necessity of any cross-section 
surveys, they will find that there 
are alternative methods of ad- 
vertising, both national and local, 
and | suggest that they might use 
them instead of keeping so slav- 
ishly to their conservative pro- 
gramme. 

Heaven forbid that I should 
mention even one of these alter- 
native methods, but I do sign 
myself as— 

J. M. BEABLE, 

Managing Director, A.A. Sites 

Ltd., Poster Advertising 


Specialists. 
1614 Strand, W.C.2. 


“Come On, Young 
Blood” 


Sin,—-Whenever certain mem- 
bers of the older generation 
settle their corporations comfort- 
ably behind their top-level execu- 
tive desks and make pronounce- 
ments to the younger generation, 
I prick up my ears. Unfortun- 
ately, the wisdom which they 
distil is often so confused, so 
illogical, so one-track that one 
finds justification in youth's 
traditional and ever-green  re- 
action to age. It is well-known 
that oracles must either speak 
in riddles, which enable every- 
one to supply their own inter- 
pretation, or they must have a 
penetrating vision and an un- 
deniable authority. Oracles can 
not afford to be prejudiced and 


pointments Bureau, on Careers 
in Advertising, in which he was 
rather scornful of the University 
Graduate who felt drawn towards 
an advertising career, and in 
which he made the ludicrous 
generalisation that the most pro- 
pitious start for such a career 
was to leave schoo! at 16 and 
join an agency. Quite obviously 
there is nothing to prevent any 
one using this gateway from mak- 
ing a successful career, but to 
suggest that it is the best at the 
expense of any other cannot bear 
intelligeat consideration 

Now we have Mr. Cocks, al- 
though coyly saying that he has 
no vacancies at present, dangling 
the carrot of directorships in front 
of the younger = generation's 
hungry gaze, if only they will 
acquire the right kind of experi- 
ence. “The thing to do” . he 
says, advising young people 
“is to take classes, prepare for 
the A.A. and LILP.A. examina- 
tions and dig and delve about for 
information in their own adver- 
tising offices. Quile soon the 
people who get to work this way 
will be qualified to take some of 
the jobs which are crying out to 
be filled now.” 

Combine this heavy uncle 
naiveté with the prejudice of Mr 
Faichney, one complaining that 
there are no young men yet ready 
to garner the advertising plums, 
and the other inclined to limit 
entry in the advertising business 
to the eye of a needle, and you 
get a sudden disturbing flash of 
insight into the situation. Mr 
Cocks remarks that “The whole 
advertising profession has been 
suffering since the war from the 
loss of six years training time.” 
As the war ended over five years 
ago, it is surely time this leeway 
was being recovered. But if some 
organisations still contend that 
there is no one coming up to 
undertake responsible positions 
it is only because of the fat 
headed and short-sighted policy 
which four or five years ago 


MITED. 


determined what kind of people 
they took on their pay-roll after 
the war. If the qualifications 
which they demanded from appli- 
cants included experience in an 
advertising agency from the age 
of 16, they would naturally find 
the field among young men rather 
limited, and may never have 
bothered to train in their future 
directors. 

There are many masters at 
schools who are mis-informed 
enough not to understand Mr. 
Faichney'’s theories about the 
best start for an advertising 
career. [They are content to 
allow the mediocre to escape 
them at the age of 16, but the 
promising pupils have encourage- 
ment to take a higher certificate 
and to attempt scholarships at 
universities. Add five years war 
experience to three years univer- 
sity education, and you under- 
stand why it required a certain 
amount of imagination from firms 
seeking new personnel just after 
the war. If they insisied upon 
considerable experience, they 
were confined to the older men 
If they put their faith in youth, 
they had to judge largely upon 
potentialities, and then concen- 
trate upon the right training. 

Fortunately for the advertising 
profession as a whole, and for the 
young men out of the army, who 
were old in almost every exper'- 
ence except advertising, there 
were responsible people who five 
years ago were alive to the situa- 
tion which Mr. Cocks is waffling 
about now. 

GEORGE WOOD. 
6 Bethune Avenue, 
Friern Barnet, N.i1. 


The Salesman’s Job 
To Explain Goods 


Sir,—-It is symptomatic of the 
times that there has been no re- 
joinder to the depreciation by the 
alarmed Mr. Britton and the 
anonymous “Xrayser” of the 


multiplicity of new lines on 
chemists’ shelves. (July 13, page 
86.) 

No one could agree with them 
more than I, that the multiplica- 


4-7 


tion of pack sizes for the mere 
sake of multiplication and the 
launching of new products of no 
merits is wrong. But, surely, 
“Xrayser” goes too far when he 
suggests that “Too much time 
may be consumed at the counter 
explaining to dissatisfied custo- 
mers why a new pack of a pro- 
prietary article differs from a 
former size or pack.” 

Surely, it is a part of every 
salesman's job to explain his 
goods to his customers? 

VERRALL WASS. 
Cook's Road, E.15. 


“ Interference” 
Approved 


Sir,—The Whitbread Inn Signs 
Card scheme is not as innocuous 
as it appears to “Round Table.” 

I favour whole heartedly the 
legitimate effort being made to 
“interfere” with this type of ad- 
verusing. A moment's thought 
plus some elementary knowledge 
of propaganda should suffice to 
make crystal clear that these 
cards, interesting and artistic 
though they may be, will and 
must focus the attention of young 
minds on public houses, thus pre- 
paring their thought for patronage 
in course of time 

The facile view that “In our 
younger days the collection of 
cigarette cards did not induce us 
to smoke” is sheer whimsy. For 
if this were, ultimately, true, 
then advertising agencies should 
shut up shop because of the 
futility and impotence of their 
works. 

The main issue is of major pub- 
lic importance, maybe even on a 
legislative plane as far as free- 
dom for advertisers is concerned. 
In our own interests, therefore, 
the weighing of words is wisdom. 

A. MORGAN-WILLIAMS, 
Managing Director, Design 
Advertising Ltd 
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finds what she wants... 


. ’ . . a - / 
For the latest mews and views on Fashion | For this go-ahead A.P. Weekly is their expert 
and Beauty, and practical hints on cookery, | “guide, philosopher and friend”, and their shop 
home -management, child- welfare and all | window too! Their responsiveness is proved by 


other domestic matters, women who know turn | the countless letters which are,received from 
naturally to WOMAN’S ILLUSTRATED. | them each week. 


Woman's 
Ss fllustrated 


AN A.P. PUBLICATION - PHOTOGRAVURE - PAGE RATE £200 
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Can you 


all these? 


Does your advertising sit right 

down by the family hearth every week 
—and stay there? JOHN BULL 
advertising does. The whole editorial 
appeal of this great family magazine 

is designed to make it belong among 
the intimate accepted things of the 
mass market home. Its success 

is proved by its sale. There is no 
other weekly of its type in the million 


circulation class. 


Well over a 


million net sales every week. 


e 
PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, OCOHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, WC 2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR 4 STRAIONT ume 
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Printing Stoppage Starts In London Area 


Master Printers Say New Restrictions A Breach 
Of Contract : Dismiss L.S.C. Members 


MANY PERIODICALS AND SUBURBAN WEEKLIES MAY 
HAVE TO SUSPEND PUBLICATION 
At the time of going to press (Tuesday evening, owing to force of circumstances) it appeared 
certain that London printing houses faced an almost complete close down on Wednesday owing to 
the dispute between the London Master Printers’ Association and the London Society of Cot ipositors. 
It was expected that this would involve stoppage of publication of many periodicals (though 


not those printed outside the London area), also 


newspapers are not affected. 


by the L.S.C. last week in support 
of the overtime embargo. Taking 
the view that these made it 
impossible to carry on, the Master 
Printers decided to recommend 
their members to dismiss sum- 
marily as from Wednesday noon 
ali L.S.C. members declining to 
give an assurance that they would 
resume normal working. 

This recommendation, it is 
understood, is being generally 
implemented. 

The LSC. instructed _ its 
members to give no such assur- 
ances and to strike in any office 
where a man was dismissed. 
There is also a possibility that 
if dismissals prove to be sub- 
stantial, a general strike of all 
members in L.S.C. houses will be 
declared 


How The Crisis 
Developed 


The story of the development 
of the dispute is briefly as 
follows: 

On Monday the L.M.P.A 
announced that its members had 
been advised “to seek an assur- 
ance from L.S.C. members in their 
employ that they are prepared 
to work in accordance with 
conditions which by agreement or 
custom form part of their indi- 
vidual contracts of service.” 

The statement added: “The 
employers will unfortunately 
have no alternative than to dis- 
miss summarily for breach of 
contract those men who refuse to 
give such assurances.” 


Mr. Robert Willis, 
secretary of the L.S.C., described 
the L.M.P.A. statement as a 
lockout threat and said he had 
referred it to the Ministry of 
Labour. He said that if any 
L.S.C. members were dismissed, 
strike action would be taken 

The new restrictions introduced 
by the L.S.C. last week forbade 
night work spreadover, compos- 
ing work on more than one job 
at a time, and the “importation” 
of stereos. 

This meant, in effect, that 
night shifts could not be spread 
over to cover five night working, 
as has been the custom; that no 
transfer would be permitted of 
men normally engaged on a 
particular shift; that transfer of 
men from case to stone and vice 
versa, or from store to composing 
room would not be allowed; that 
members would lift only one 
piece of copy at a time (e.g. small 
ads. one at a time) and that all 


general 


most suburban weekly newspapers. National 


stereos must be placed in quaran- 
tine until it was ensured that they 
originated from houses on the 
L.S.C. Fair List. 

Commenting on these “sanc- 
tions,” the Master Printers said: 
“The periodical, weekly news- 
paper and general printing indus- 
try in London has been brought 


ADVERTISER'S WEEKLY re- 
grets that owing to the 
London printing trade dis- 
pute it has been necessary to 
curtail the size of this issue. 
This has involved the omis- 
sion of a number of news 
items and advertisements. 


to the verge of a standstill by 
the action of they LSC. in 
instructing its members to intro- 
duce crippling restrictive prac- 
tices which, if enforced, will be 
in breach of the established 
conditions of employment in the 
London trade.” 

It was added that if it became 
necessary to dismiss LSC. 
members on a wide scale for 
refusing to give the assurance 
asked for, it would “endanger 
the continued employment of 
men in other departments.” 
Fifteen thousand workers could 
be affected by this. 


Employers Deny 
Lockout 


The L.M.P.A. expressed 
for “the inconvenience and diffi- 
culties which the public will 
suffer as a result of the dislo- 
cation of production which it is 
feared will arise.” At the same 
time they reiterated their deter- 
mination not to negotiate “while 
a pistol is pointed at our heads.” 
if the latest instructions from the 
LSC. to its members were 
accepted the employers would 
no longer be in control of their 
own businesses. This was a 
direct attempt to interfere with 
the normal functions of manage- 
ment and the master printers 
had the solid support of their 
members against it. 

it was denied that the 
employers action would amount 
to a lockout. No alteration in 
conditions was being asked for 


(Turn to page 376 and Stop Press) 


EVENING NEWSPAPERS ; 
Stoke-on-Trent. 


Gloucester Journal 


Hell Dally Mai. 
Derby Evening Telegraph. South Wales Evening 
Bost, Swansea Bristol Evening World. Leicester Evening Mail. 
Grimeby Evening Telegraph. The Citizen, Gloucester. Glowcemersbire 
Echo, Chelrenham. Lincolnshire Echo. 

WEEKLY MEWSPAPERS ;: Yorkshire 4 Lingoinshire Times, Mull. 
Staffordshire Weekly Sentinel, Srokeon-Trent. Grimsby Seturday 
Telegraph. Herald of Wales. Swans. Chehesham Chronicle. 


Evening Sentinel, 


NORTHCLIFFE NEWSPAPERS GROUP L” 


| Advertisement Director ° R. H. Penney ‘ Carmelite House, London, E.C.4. Cen. on 
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ADVERTISER'S WEEKLY 


Select Committee 


Publicity Cuts 


SAYS ROAD SAFETY 


UNLESS SURVEY 


Recommendations designed to 
cut still further costs of govern- 
ment information and publicity 
services are contained in a report 
of the Select Committee on Esti- 
mates just published by 
Stationery Office 

Road Safety publicity is criti- 
cally discussed, and the Commit- 
tee expresses the view that there 
is not enough evidence to show 
that it has caused a drop in 
road casualties. 

It is recommended that a 
survey be taken immediately to 
find out how far road users have 
been affected by road safety 
publicity 

If the results of this survey 
show that there has been little 
or no effect, further money should 
not be spent on publicity, but 
the Ministry of Transport should 
concentrate actively on adminis 
trative action, while the Ministry 
of Education continue efforts to 
ensure that all children are 
trained in road safety measures 

Expenditure on road safety 
propaganda, it is recorded, has 
fallen from £646,000 in 1947-8 
to the present estimate of 
£793,000 

Other recommendations include 
the following: 

Ministry of Food The 
Ministry should use the services 
of the C.O.1., and reduce their 
information branch accordingly 
This administrative change wi'l 
present a good opportunity for 
1 complete review of its publicity 

“Much of the expenditure of 
the Department on Press adver 
tising is concerned with advice 
about particular commodities, 
and recipes for their use—advice 
which is supplied from many other 
sources, such as Magazines, news 
papers, gas and electricity Boards 
and the producers who advertise 
on behalf of the commodities in 
which they are interested In 
view of the improvement in the 
nation’s food supplies your 
Committee consider that much of 
this publicity should be dis 
continued, and that the Ministry's 
advertising should normally be 
confined to that which is neces 
sary to carry out such administra 
tive functions as distribution of 
ration books.” 

Ministry of Labour The 
Committee do not consider that 
so large an expenditure on recruit 
ing publicity (for coal mines 
textile industries, agriculture and 
nursing) as that provided for in 
the estimates for 1950-SI is 
justified They have been 
informed that this expenditure is 
being reduced, and consider that 
this process should be hastened 
the employers or their organisa 


ADS. SHOULD CEASE 
PROVES WORTH 


tions being left to advertise for 
the labour they need 
The Ministries 
should take over all 
propaganda hitherto 
by the Ministry of Labour and 
the Economic Information Unit 
More emphasis should be placed 
on local initiative and enthusiasm, 
and publicity undertaken should 
be local rather than national 
Service Departments The 
Admiralty and War Office should 
study, with a view to their 
adoption, the methods used by 


concerned 
publicity 
undertaken 


Recommends 


Govt. 


the Home Office and Air Ministry 
to test the effectiveness of the 
proposed media before a large- 
scale publicity campaign is begun 

National Savings. \n view of 
the fall in mew savings and the 
heavy withdrawals in recent 
months, publicity expenditure 
(estimated to cost £404,200 
1950-51) should be reconsidered 
The National Savings Com- 
mittee should carry out regional 
experiments with the various 
media used, and should reconsider 
their methods in the light of 
results. 


The postponed public inquiry 
into the County of Westmorland 
“special area” application will 
take place at County Hall, 
Kendal, on Tuesday, October 24. 
It will be conducted by Mr. F. H 


DISINFECTANTS AD. TUSSLE 


With soap de-rationing 
approaching, the battle between 
the soap giants is obscuring a 
lively scrap between manufac- 
turers of disinfectants, germicides 
and bactericides. 

That the contestants (with one 
possible exception) do not mea- 
sure up to the soap kings in size 
or weight of advertising in the 
Press, does not make the fight 
any less competitive Manu- 
facturers of these products out- 
numbered those in the soap 
battle 

The struggle flared up carly 
this year when Lifeguard started 
an extensive scheme followed by 
Jeypine, and a considerable in- 
crease for the allocation of Ibcol 
In March, Zal, the new Newton 
Chambers product, was launched 
nationally, and it has been pro 
claiming its “success story” in 
the national Press ever since 

Lately Reckitt and Colman 
have introduced the new Sanpic, 
in a new bottle, using large 


spaces in nationals. This was 
followed by a large new cam- 
paign for Lifeguard using 
nationals and provincials. An 
extensive campaign for Dettol 
has just been started 


Now the British Disinfectant 
Co., makers of 3 Hands products 
are re-joining the battle with a 
redesigned pack for their liquid 
disinfectant and a new solid dis- 
infectant which is being intro- 
duced for the first time 


The campaign for these new 
products is unusual in that it is 
confined to local papers, over 
160 in all. Chief coverage is in 
and around London, including 
the central and inner suburban 
areas, Middlesex, Bucks, Hefts, 
Essex, Surrey and Kent. Other 
areas covered, though less 
closely, include Midlands, South 
Wales, Newcastle and district, 
Cambridge, Norwich, Isle of 
Wight. and selected towns in 
Yorkshire Laftcashire and 
Staffordshire 
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* Guardian’ And 
*Manchester E.N.’ 
Raise Rates 


Manchester 
Manchester Evening News 
imereasing their rates as from 
November 1. The Guardian's 
s.c. inch R.O.P. will go up from 
£2 to £2 10s.. and the Evening 
News's display rates will be in- 
creased by Ss. per sci. A.B 
figure for the Guardian at June 
3) was 140,224 and for the 
Evening News 333.882 


and 
are 


Guardian 


Newspaper Society 
Plans Conference 


The Newspaper Society is this 
year breaking new ground in 
relation to its half-yearly meeting 
Members are being invited to a 
weekend conference at Brighton 
from October 6-8 

Two business sessions have 
been arranged, on the morning of 
the Saturday, and the afternoon 
of Sunday. Guest speakers will 
deal with problems of interest to 
the provincial newspaper indus- 
try 

At the official banquet in the 
Royal Pavilion on the Saturday 
evening the guest of honour and 
principal speaker will be Lord 
Woolton. Headquarters will be 
at the Hotel Metropole, Brighton. 


‘Irish Independent’ 
Price Raised 


Independent Newspapers Ltd 
of Dublin announce that the price 
of their morning paper, the Irish 
independent, will be raised to 2d 
from iid. as from to-morrow. 
Friday. Increased price of news- 
print is blamed 


FOR REST OF THE NEWS 
SEE PACE 373 ONWARDS 


I.S.B.A, Announces Speakers For Jubilee Conference 


The 
British 
innounced 


Incorporated Society of 
Advertisers has now 
the names of the 
speakers and subjects for its 
Golden Jubilee Conference 

Mr. Alan Whitworth, director, 
states that there has been a very 
big demand from advertisers, 
and media owners, for 
attendance both at the Con 
which will be held at the 
Rooms, London, on 
and Wednesday 
26 and 27, and 
the Golden Jubilee Dinner 
the Dorchester Hotel on 
Wednesday, when Mr. Anthony 
Eden, M.P., will be the principal 
guest 

On the Tuesday 


igents 


ference, 
Connaught 
Tuesday 


September 


afternoon, as 


already announced, there will be 
a discussion by delegates under 
the genera! title, “The LS.B.A.’s 
Second Half-Century.” Mr. C. B 
Wrey, chairman of the Society, 
will preside 

On the Wednesday morning, 
Mr. J. F. Bramley, managing 
director, Austin Motor Export 
Corporation, and Mr. Clifford J 
Harrison, director, Horlicks, Ltd., 
will speak on “The Future of 
Branded Goods”, Lt-Col. Sir 
Cynil V Jones, chairman, 
Foster Clark, Ltd., in the chair 

The afternoon session, pre- 
sided over by Mr. P. G. FE. War- 
burton, managing director, 
Richard Hudnut, Ltd.. will deal 
with “The Advertiser and the 


Advertising Agent.” Speakers 
will include Messrs. S. D. Dickson 
(Stanley D. Dickson), Cyrus 
Ducker (London Press Ex- 
change), D. M. Saunders (J 
Walter Thompson Co.), and, on 
the advertisers’ side, H. W. Crad- 
dock (Champion Sparking Plug 
Co.) president, Incorporated 
Advertising Managers’ Associa- 
thon 

At the dinner in the evening 
Sir Harold Bowden, president of 
the Society, in the chair, will be 
supported by Lord McGowan of 
Ardeer, Mr. L. S. Amery, Sir 
Harry Hague, Mr. John Ryan, 
and Mr. W. B. Chivers, vice-pre- 
sidents, as well as many distin- 
guished guests 
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Even on holiday 
your customers 
will still see your 


advertisement in 
The 
Daily 
Celearaph 
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Advertisers Must Show 
Forbearance 


OWEVER the crisis in the London printing industry 

arising from the dispute between the Master Printers and 

the London Society of Compositors may develop, it is 
clear that advertisers will be put to considerable inconvenience. 
But the cirbumstances are such that it is reasonable to ask them 
for understanding and forbearance. 

The problems facing publishers whose journals are directly 
affected by the dispute are self-evident. Advertisers can help a 
great deal if, both out of goodwill and in their own interests, they 
will co-operate to the uttermost in any effort publishers may make 
to minimise the unfortunate consequences of an unhappy situation 

What is not perhaps quite so easy for some advertisers to 
understand is that London advertising agents are also involved 
and equally deserving of sympathy and tolerance. 

For several months, because of the overtime embargo, they 
have experienced difficulty in obtaining punctual delivery either 
of printed publicity for their clients, or of advertisement matter 
from houses specialising in typesetting and stereotyping. In some 
cases arrears have reached formidable proportions. Latest de- 
velopments greatly accentuate a problem that it is not in most 
instances practicable, for a number of reasons, to solve by trans- 
ferring work to provincial houses unaffected by the dispute. 

It is therefore a waste of breath for advertisers, as some have 
done, to raise Cain with their agency contacts because of delays 
that are admittedly exasperating, but for which the agencies are 
not responsible. Instead they’should endeavour wherever possible 
to ease the situation by modifying their requirements. 


“Come On, Young Blood” 


ELDOM has a letter to Apvertiser’s WeekLy roused such a 

lively response than that in which Mr. J. H, A. Cocks challenged 
young men and women in advertising to avail themselves of the 
opportunities offered by an exacting but enthralling vocation 
Approval and disapproval have been fairly evenly balanced, 
though all his critics appear to have demonstrated is that the 
doors of opportunity, far from flying open at the first knock, offen 
have to be battered in 

Advertising, like journalism, attracts aspirants because it Is 
endowed with an aura of glamour. It also proves attractive because 
it is likewise an open profession that can be entered without any 
prior academic qualification. But too many aspirants are hand!- 
capped by the delusion that they can do the job without learning 
it, and that it is the duty of their prospective employers to find 
opportunities for them. This is quite the wrong approach 

In advertising, to a greater degree than in most vocations, the 
ambitious and potentially able youngster makes his own oppor- 
tunities. He does not wait to be taught, but teaches himself, by 
observation, study, and hard work. Because he refuses to be 
kept down, his qualities compel recognition. But, as Mr. Cocks 
laments, youngsters of this type are all too rare, possibly because 
the tendency of the age is to discourage the independence and 
initiative that raises the individual from the rut of mediocrity 

It is well for the younger generation to be reminded that the 
plums are waiting for those prepared to gather them the hard way. 
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To-morrow’s Topics 


How is advertising in America 
reacting to conditions changed as 
a result of the Korean war? 
Printers’ ink tells what can be 

done “to help in 


ADS. HELP ithe defence effort 
IN KOREA and to help curb 
inflation 
WAR EFFORT Advertising can 
“help to discourage 
hoarding and war-scarce buying, 
promote the sale of U.S. Savings 
Bonds, tell how to save on scarce 
materials and products, tell about 
substitutes made necessary by 
the defence effort. It can be used 
to recruit manpower, to help keep 
productions at a high level, to get 
more of everything needed... 
Industrial advertising can tell 
manufacturers how to increase 
production, eliminate waste, sub- 
stitute for scarce materials, get 
more efficient handling, obtaip 
technical help and _ increase 
workers’ efficiency and guard 
their health and morale.” 

Some of our own dogmatic 
politicians who claim to see evil 
in advertising should study the 
way in which the industry 1s rising 
to crisis in the U.S. Given its 
freedom, advertising can perform 
great publig service. 


~—_—_— —=— £} ; i= 


Reapers or the article published 
elsewhere in this issue on the 
work of the American Advertis- 
ing Council will be interested to 


know that, accord- 
AN IDEA 


ing to a report in 


FOR BRITISH Printers Ink, local 


advertising coun- 
CLUBS? - cils to conduct 
public service cam- 
paigns at their own level may 
soon be formed in cities through- 
out the U.S.A. First such coun- 
cil has already come into being 
at Rochester, N.Y.. with 150 
members representing advertisers, 
the graphic arts, and media. A 
committee representative of edu- 
cation, health, business, labour 
and religion will consider requests 
for local public service cam- 
paigns 
Is there an idea here for the 
British publicity club movement? 


~_—  — om 


FURTHER EVIDENCE of the friendly 
relationship now existing between 
the Advertising Association and 
the 1.S.B.A. is provided by the fact 


that the latter 

STATISTICS body, following 
OF 1948 discussions with 
A representa- 
ADVERTISINGtives. has agreed 
to Assist with the 

survey being undertaken to ascer- 
tain how much was spent in 1948 
and how the total expenditure was 
spread over the whole media 
range. A considerable amount of 
information has already been 
supplied by agents and media 
owners, but advertiser co-opera- 


tion is needed because advertisers 
only can provide figures relating 
to such items as printed matter, 
direct mail and departmental 
costs. 

The survey will be presented 
as a sequel to Statistical Analysis 
of Advertising Expenditure, which 
covers 1938. No attempt is being 
made on this occasion to analyse 
expenditure on a “product” basis 
and the breakdown advertisers 
are asked to provide will be used 
solely for purposes of a media 
survey. 


IN THE INTERESTS of truth in ad- 
vertising, some advertisers and 
agents would do well to be a 
little more scrupulous about the 
terms in which they 
A POINT promise the re- 
TO BE tailers, through the 
trade journals, 
WATCHED = consumer advertis- 
ing support. In 
several recent instances, when 
enthusiastic and specific state- 
ments appeared in trade journal 
advertisements, inquiries revealed 
either that no campaign at all was 
Projected, or that plans were very 
nebulous. ‘These instances may 
be due to lack of co-ordination 
within the agency, but this is in 
explanation rather than an excuse. 
In any case, all ethics aside, 
the manufacturer depends on the 
retailer as his link with the pub- 
lic. Why spoil the goose? 


Nosopy is at home during July 
and August so why advertise? 
This popular fallacy is examined 
by managing director Mr. Jesse 


Scott in the latest 
SUMMER 


Statistical Review. 
MARKETING He says: “Of 

course everybody 
FALLACY 


is out of London. 

Is that so? Try 
and book a hotel room for a 
visiting friend—or get tickets for 
a hit show—or go shopping. Try 
and drive your car in London 
and you'll get messed up in the 
worst traffic jam we've ever seen. 
Of course a lot of people do go 
away in the summer, but they're 
not all away at the same time, 
and while no figures are available 
as to the number of visitors as 
against the holiday makers, it 
seems to us that this city is more 
crowded than ever . The next 
time your prospect tells you: 
“No, we don't advertise in the 
summer, everybody is away’ 
tell him to take a walk—around 
London, Liverpool, Leeds or 
Ashby-de-la-Zouch.” 

Interesting point here js that 
it has been estimated that fewer 
than 50 per cent of all British 
families go away for their 
holidays 
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“ff your adv 
ertisement in 
Coop HOUSEKEEPING 


'* designed fo appeal to the woman whose 
good taste also expresses itself in snail 
home-management, and whose letaten sails 
permit her to buy those quality products 

that will make the beautiful home a practical 
home as well... she, herself, will have 


all the more confidence in buying for 
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Dignity Goes To The Winds 


ERE is a piece of print 
designed to sell fire insur- 
ance which, for vigour of 
attack, transcends anyihing I 


remember having seen before 
‘from a British insurance com- 


pany. 
Throwing overboard the cus- 
tomary dignified approach, The 


ideal Insurance Co., Litd., has 
used a dramatic introduction, 
quoted specimen “buys” and 


testimonials, and included an 
order form in one four-page leaf- 
let. I do not know this Birming 
ham insurance company, ahd no 
information is given about the 
company in either the leaflet or 
the letter-heading except for the 
names of the directors. The date 
of establishment might have been 
included as a confidence- 
builder. 

The front cover carries a full 
colour drawing of a pound note 
being burned. I imagine that the 
Treasury, which is usually fussy 
about reproductions of Treasury 
notes, would have no objection 
to this as half the note is 
destroyed by the flames The 
inside spread, printed in black 
and processed in a dazzling mass, 
shows how much fire insurance 
can be bought for specific pre 
miums. On the back cover are 
five testimonials from policy 


holders who have made claims 
At the foot is an order form 
which, incidentally, though order- 
ing 4 specific amount of cover 
does not ask for a remittance to 
be sent with the order. 

Included with the leaflet is a 
form which assists the home- 
owner to value his chattels. It 
gives a list of the normal contents 
of each room in the house, with 


PRINT REVIEW 
by 


Brian Hilton 


£ s. d. columns for valuation. At 
the foot, pointing to the grand 
total is a black arrow with the 
words in white “Do you realise 
how wealthy you are!” On the 
reverse side -are_ illustrations 
showing present day values of 
common articles and their cost 
to-day. This form does not have 
to be sent to the company, it is 
merely an aid to valuation for the 
use of the customer 
” * * 
Tits Vigorous and imaginative 
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approach to the selling of insur- 
ance is in sharp distinction to a 
brochure produced by The 
British Insurance Association, 
which is extremely handsome but 
of somewhat obscure purpose. 

Format is octavo, landscape, 
with overlapping covers. The 
covers are of elephant hide stock 
in strong yellow, on which is die- 
stamped the full armorial bear- 
ings of the Association. Though 
wire stitched, the book is finished 
with a binding cord in maroon 
(which rather clashes with the 
pure red and blue of the coat of 
arms). 

Pages carrying pictures have 
chrome yellow borders, while 
text pages are set in Times, well 
leaded, and brick red is used for 
initial words of new sections. 

This is a pleasant way of say- 
ing very little. The text is mainly 
historical, and perhaps is intended 
to establish the antiquity and 
reputability of British insurance 
companies—which, surely, js not 
in doubt. 

A booklet which would have 
given a man practical informa- 
tion and guidance on how to use 
insurance and how to buy it 
would have been a great deal 
more useful. When insurance is 
as easy to select and buy as a 
bicycle Britain will be well on the 
way to becoming an adequately 
insured nation. 


* * * 


Ir iS AN AXIOM of salesmanship 
that if you want an order you 
must ask for it. Its failure to ask 
is the only criticism I can make 
of a handsome brochure produced 
by Ripley, Preston for The Castle 
Engineering Co. (Nottingham) 


Ltd. 
Large royal, Plastoic bound, 
landscape, its 24 pages include 


many colour pictures and facing 
pages of text which show what 
the company makes. This is all 
very interesting, but it is not 


e. 


cial 
iva 


4 gnginectitg firs 


li is not until one has looked through a number of pages that one 
realises the company is somewhat coyly show ing what it makes... .” 


be 


ORE 


“For 


of attack, this 
transcends anything I remember 


vigour 


from a British insurance com- 
pany.” 


until one has looked through a 
number of pages that one realises 
the company is somewhat coyly 
showing you what it makes in 
the hope that you want something 
of the same kind and will ask 
them to make it. 

Production of the book is ex- 
cellent. The customer has not 
even shied at the cost of a little 
touch of gold on the pale blue 
cover which adds a finishing 
touch but which many people 
would have felt not worth the 
cost—though indeed it is. | am 
doubtful about the format. A 
book 13 inches wide by 9 inches 
deep is a little difficult to keep 
on a bookshelf and stored flat is 
apt to be overlaid. 

* * * 

THE SAME crRITicisM of format 
applies also to a 24-page brochure 
“Tea,” produced by The Tea 
Bureau. This is not an advertis- 
ing piece. It is though intended 
as propaganda, essentially a book 
of reference. Its aim, as stated in 


its foreword, is “to give a per- 
manent form to the necessarily 
ephemeral material which was on 
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Jack Bottell, 
Director of Al/red Pemberton Limited 


+ 
He’s a gentle man. A man seldom roused to anger. A 
man who, in the highly competitive game of advertising, 
has steered his way to the top with the maximum of 
quiet efficiency and the minimum of flamboyant push. 
It is of interest to note that had he not gone in for 
advertising, he would probably have been a dentist. 
But one suspects that the art of extracting teeth would 
have proved too violent for him. 
Jack Bottell is one of advertising’s veterans. He has 
been at it for nearly fifty years and has been with 
Pemberton’s since the day in 1924 when Alfred opened 
his agency with a staff of Jack and a girl. 
At one time Jack Bottell took a keen interest in all 
kinds of sport. But in recent years he has settled for 
bowls and has captained the Agents’ team against 
Fleet Street for a number of years. (And the agents 
won the cup this year, didn’t they, Jack 7?) Outside 
of work, his other interests are his garden and carpentry. 


And many articles of furniture in the Bottell household 


are evidence of his skill. 

In his long advertising experience he has done most 
things, but his chief forte has always been media. He 
was one of the first to realise the logic of the inch per 
thousand argument as a true test of value. 

That being the case one feels sure that he keeps 

fully aware that the Daily Mirror's inch per 

thousand space rate—now “90d. —is still by a 


large margin the lowest of any national daily. 


Daily Mirror 
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; All who 

are about to plan 
. All who are about to plan their next advertising 

; 4 campaign realise that every £ spent in advertising 


must pull its weight. The only question is: Will 


the media used prove of economic value to the 


advertiser? 


Modern Transport 


circulates amongst those 


who are concerned with or are actively engaged in 


all forms of transport, and is read predominantly 


by those who have the authority to purchase plant, 


materials and services. 


Modern Transport has a world-wide circula- 


tion. Can you afford to disregard it? 


Write for rate card and specimen copy to the 
Advertisement Manager, MODERN TRANSPORT, 
Norman House, 105/109, Strand, W.C.2. Telephone 
Temple Bar 6371 73. 
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Print Review — continued 


view” at the exhibition at the 
London Tea Centre 

The advertising picce is in- 
tended to be tasted then gulped; 
the book of narrative is to be 
chewed and digested; the refer- 
ence book is to be sipped when 
one needs its refreshment. Each 
has an appropriate format. J 
cannot feel that crown quarto, 
landscape, with a thin art board 
cover, however well produced, 
is appropriate to the book which 
is to be kept. Nor is there any 
other reason for this format for 
the tea book. Only once is the 
large page used for something 
which could not be equally well 
displayed on a small page. Demy 
octavo, with stiff covers, would, 
I feel, have been more appro- 
priate 

Of its kind, however, this book 
is a good example of layout 
Designed by Charles Hasler Msia 
and printed by Lund Humphries, 
it is set in Bodoni, well leaded, 
with headings in Thorne Shaded, 
printed in sepia which is the 
second colour throughout. The 
pages have a pleasant rhythm, 
achieved largely through the skil- 
ful use of photographs in varying 
shapes. 

* * * 


Fiip Sens & Co. Lr, 
printers, carton and boxmakers, 
celebrate their centenary with 
what they describe, in a masterly 
example of understatement, as a 
Centenary Booklet As it con 
sists of 84 pages plus a grained 
board cover and is claborately 
produced the word booklet is 
inadequate 

Here again, is somebody who 
realises that most people are in 
a hurry and never catch up with 
their obligatory reading The 
book consists entirely of pictures 
of the factories and processes that 
go on therein. Each photograph 
has a page to itself. and a brief 
caption is on the facing page 
The effect is remarkably spacious, 
and the only minor criticism 1! 
have is that as some of the pic- 
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tures are printed the long way of 
the page, the caption facing 
should also have been printed the 
same way so that it could have 
been read in conjunction with 
the picture. 

The pages are all printed with a 
grey ground, which appears as a 
border to the pictures, many of 
which are brilliant in full colour. 
Text is in purple which is very 
pretty on the grey. The title page 
is drawn. and includes some 
delightful penscript. 


* * * 


CONGRATULATIONS to Shell 
Mex and BP. publicity depart- 
ment, which has issued a 16-page 
booklet with an average of only 
6 words per crown quarto page 
In 52 pictuges it tells the story of 
the company’s activities. It has 
no title, the front cover and back 
covers being photographs taken 
looking East and West from 
Shell-Mex House down and up 
the River Thames. (Is this too 
clever—how many readers over- 
seas will identify them?) Nor is 
the company’s name in it at all, 
except where it appears in the 
photographs of lorries, drums and 
petrol pumps 

The picture captions form one 
sentence, read from page to page, 
consisting of 98 Words set in 
18 pt. Plantin. 


A courageous whole-hog effort 
. * * 


City oF BirmMINGHAM HaNp- 
Book has been published in re- 
vised form, and stands as an 
example of fine, clean functional 
design. Its 288 pages are set in 
Times, 10 on 12, with chapter 
headings in 14 pt. and 18 pt. 
Times Bold set on the right with 
plenty of white space, and a rule 
below which bleeds off the for- 
edge. 

Mr. F. W. Bradnock, the Pub- 
lic Relations Officer, whose name 
appears as editor, tells me that 
the printer was supplied with 
clean copy typed to measure page 
for page, which resulted in 
smooth running to schedule. 


thousands of lormes and railcars 


Average, six words per page 


“courageous whole-hog effort.” 
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The kind of person 


who belongs to 


The Times Library... 


Business executives, school teachers, research workers — people with 
intelligence and people with taste—they are the people who read The Listener. 
That’s why The Listener is on The Times Bookshop’s advertising schedule. 
That’s why you should include it when you want 


to reach 150,000 readers in Class A Plus. 


...ts the kind of 


person who reads— 


The Listener 


Member of A.B.( 


Advertisement Department, BBC Publications, Broadcasting House, Portland Place, London, Wl. 


orden & Gotch Advertising Lid 
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WITHIN THREE WEEKS OF ITS ANNOUNCEMENT ALL ADVERTISING SPAC 


REGINALD LEVI: ADVERTISEMENT MANAGER, HOUSEWIFE; HULTO 
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THE NEW-SIZED DECEMBER “HOUSEWIFE” HAS BEEN BOOKED 


To make sure of your 1951 advertising programme, book your 


“* Housewife” space NOW 


PRESS LTD., 43/44 SHOE LANE, LONDON, E.C.4; CENTRAL 7400 
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Public Service — A New Dimension 
For Advertising 


SAMUEL C. GALE, vice-presi- 
dent, General Mills Inc., chair- 
man, the Advertising Council. 


IKE everyone else, 

American advertising men 

and women wanted to do 
something important to help 
win World War II. Before the 
nation had recovered from the 
shock of Pearl Harbour, a small 
group of advertising executives 
went to Washington to offer their 
assistance. They organised a 
nation-wide advertising force for 
public information, and called it 
the War Advertising Council. 

It was a new concept of adver- 
tising. The Council devoted itself 
exclusively to public service ad- 
vertising. Advertisers contributed 
space and time to patriotic mes- 
Sages; magazines, newspapers, 
radio stations and networks, out- 
door and transportation advertis- 
ing companies also made vast 
contributions of advertising time 
and space; and the agencies gave 
time and talent 

These volunteers found their 
task different from those they had 
handied with case in the 
past. Their position was reversed 
Suddenly they had to call upon 
the public to conserve, not buy; 
to make-do, in order to put what 
savings they could into bonds to 
win the war. Housewives had to 
be persuaded to leave their 
kitchens to replace men in the 
jobs they had left for sterner 
challenges. 

After the war the advertising 
industry had to take stock and 
decide whether public service ad- 
vertising was “here to stay.” 
During the war the Council 
secured for the Government ad 
vertising time and space worth 
more than a billion dollars. It 
aided 27 different governmental 
departments, created and pro- 
moted more than 150 different 
campaigns. 

There was no doubt that the 
Council should continue after the 
war, President Roosevelt warmly 
acknowledged the efforts of the 


By MAXWELL FOX 


Public Relations Director, Advertising Council Inc. 


No facet of the advertising business in the U.S.A. has created more 
interest and admiration in this country than the work of the Advertising 
Council, which unites advertiser, agent and media owner in co-ordinated 
voluntary effort for the public good. As the author of this article states, 
“The Council has proved that public service advertising is the most 
powerful force ever developed for solving problems by persuasion, not 


‘ 
Council and stressed in a letter 
to the chairman of the board the 
importance of continuing its ac- 
tivities during the trying period 
which faced the nation—the con- 
version lO peace-time activity. 

There was no doubt that the 
Council had opened the eyes of 
critics in the advertising profes- 
sion Advertising had grown 
immeasurably in stature through 
their public service endeavours. 
The Board of the Council voted 
for its continuance, and the War 
Advertising Council became the 
Advertising Council. 

Its credo, born at this time, 
proposed to steer clear of pres- 
sure groups and politics; to be- 
come the servant of no particular 
organisation; to place the interests 
of the nation and the people first 
at all times; and to conduct on 
the highest plane the finest type 
of public relations possible for 
advertising and business. 

At this time a government 
liaison office in the White House 
was set up solely to co-operate 
with the Council, and to screen 
requests originating from various 
government agencies seeking 
Council support. 

A Public Policy Committee, 
comprising 20 public spirited 
leaders of Opinion, was formed 
to review requests for campaigns 
from private organisations. 
Hitherto the Council had not ac- 
cepted appeals from individual 
orgamsations, concentrating is 
efforts entirely on urgent appeals 
for help from governmental 
agencies. In order to screen the 
most worthy appeals sent in by 
private organisations it was de- 
cided that a three-quarters vote 
be required from the Policy Com- 
mittee before the Council render 
assistance on a campaign. This 
vote applies only to campaigns 
on which a course of action had 
not been indicated by an Act of 
Congress 

Many problems confronted th- 
nation at the war's end. Inflation 
was one. Public health was 
another Shortages of lumber 
necessitated a campaign to pre- 
vent forest fires. Housing was the 


compulsion.” 


returning veteran's greatest heart- 
ache. The Council co-operated 
with the Federal Housing Ad- 
ministration to hold down soar- 
ing prices of homes and to secure 
fair treatment for the Servicemen. 

The ever-present threat of in- 
flation might have got out of 
hand had it not been for the 
Council's support of savings bond 
purchases. This campaign, which 
had 44 million dollars’ 
worth of time, talent and space 
contributed to it, has been des- 
cribed as the largest single adver- 
tising campaign in history 

Short-term assistance was given 
to the used clothing collection, 
American Red Cross, tin salvage, 
paper salvage and dozens of 
other projects. 

After the board of directors 
(and, in some cases, the Public 
Policy Committee, too) accept a 
request for help, the Council ap- 
points a volunteer co-ordinator 
to supervise the campaign. The 
appointment is made by Mr. 
Paul West, president of the Asso- 


J. Walter Thompson Co. produced 
this series for savings bonds, 
giving their time and talent. 
Media or advertisers gave space. 


ciation of National Advertisers, 
who usually designates an adver- 
tising executive of an important 
national concern. Then a volun- 
teer advertising agency agrees to 
give time and talent for the cam- 
paign. Mr. Frederic R. Gamble, 
president of the American Asso- 
ciauon of Advertising Agencies, 
arranges for the appointment of 
the agency. Finally, the Council 
assigns one of its own executives 
to act as liaison agent. 

National advertisers, agencies, 
and media groups provide facili- 
ties for distributing materials 
created for the campaign. Every 
medium gives space to the cam- 
paigns, which would call for con 
siderable appropriations were the 
Council or its client to be 
charged. 

Radio stations throughout the 
country carry Council messages. 

American business contributes 
generously to Council campaigns, 
because it knows that only so 
long as the country prospers can 
it prosper. It knows that public 
service advertising, on behalf of 
the people, results in goodwill 
toward business. It is firmly com- 
mitted to the principle that what 
helps people helps business, and 
that the best public relations 
advertising is public service ad- 
vertising. 

It is a tribute to both American 
business and the Advertising 
Council itself that, despite the 
fact that most of the Council's 
support comes from business, 
the Council represents an objec- 
tive attitude rather than the point 
of view of business alone. As an 
example, all material prepared 
for the Council's American Eco- 
nomic System campaign is ap- 
proved by both business and 
labour. Campaigns are approved 
by members of all sects and races. 

The board of directors is com- 
prised of 54 representatives of 
advertising agencies, radio, out- 
door and transportation advertis- 
ing companies, Magazines, news- 
papers and some of America’s 
leading advertisers. In addition 
there are 14 directors-at-large— 
some of whom represent media, 
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The colliery official “goes to market” on 
Fridays — the day he gets “The 


Colliery 
Guardian” — eager to learn all the latest news! 
In this weekly journal he really has all the 
news of the industry, of men and achievements, 
of the latest technical developments, processes, 
plant and equipment and scientific progress, at home 
and abroad. . 


Then he turns to the advertisement pages, in themselves 

a fund of information indispensable to his job. Remember, 

the colliery official isn’t only in the market for mining 

equipment, that is all displayed there for him to see. 

He buys everything necessary to carry on this gigantic industry — 
materials, vehicles, scientific 


If you have these or other to sell, your market is 


Colliery Guardian 


ra 


ao 


Specimen copy and rates on application to :— 


THE COLLIERY GUARDIAN COMPANY LIMITED 


30-31 FURNIVAL STREET: HOLBORN ~ LONDON ~:~ €E.C.4 
Publishers also of —GUIDE TO THE COALFIELDS - WATER AND WATER ENGINEERING » WATER ENGINEER'S HANDBOOK 
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4 New Dimension for Advertising—continued 


and others who speak for busi- 
ness as a whole. Each of these 
board members serves on one 
committee in addition to his 
duties as a director. Mr. Samuel 
C. Gale, vice-president, General 
Mills, Inc., us the present chair- 
man 

The public has responded 
greatly to the Council's messages. 
It holds the loyalty and confi- 
dence not only of industry and 
the advertising business, but of 
the groups it has _ benefited. 
During the year of 1949 the 
Council gave full support to 13 
major campaigns and a measure 
of support to 23 additional cam- 
paigns The major campaigns 
were American Economic 
System, Shop Accidents (Home, 
Farm, Traffic), US. Savings 
Bonds, Red Cross Fund, United 
America, Our American Herinage, 
CARE, Armed Forces Prestige, 
Community Chests, Prevent 
Forest Fires, Fight Tuberculosis, 
Better Schools, and Religion in 
American Life 

Let us trace the development 
of a typical campaign—the Stop 
Accidents campaign, conducted in 
close co-operation with the 
National Safety Council. 

Traffic accidents might well 
have risen sharply after the war; 
indeed they were expected to 
When the Council undertook this 
campaign in 1941 many old cars 
were on the road Tytes were 


used far beyond their life expect 
ancy. With the removal of war 
time speed restrictions driving be- 
came More perilous, Millions of 
new cars rolling off the assembly 
lines further agitated the situa- 
tion. Fatalities presented a grave 
problem 

The death rate began to drop 
immediately after the campaign 
started. Week after week drivers 
were cautioned through the Coun- 
cil’s radio allocation plan to drive 
carefully Advertisements were 
prepared and sent to newspapers, 
house magazines and business 
papers. Many national advertisers 
were induced to support the cam- 
paign with magazine advertising 
Special outdoor posters were 
prepared and space was given by 
outdoor advertisers and the out 
door advertising industry. The 
card companies displayed cards 
in subways, buses and trains 
Posters and television spot films 
were widely distributed. No one 
who could read or hear could 
escape the daily impact of the 
campaign. As a result the death 
rate has consistently declined year 
by year. Stop Accidents continues 
to be an outstanding cxample of 
the efficacy of the Council's 
assistance 

The campaign has only recently 
been enlarged to embrace Child 
Safety in addition to Home 
Safety and Farm Safety The 
early results of these sub-divisions 


Haven't Stands 
become fantastic! 


As an eye-catcher this stand is the goods—but 


will it sell them? Our idea in stand design is that 


the answer must be a resounding ** yes 


'’’ What is 


more, we construct stands at a price that won't 


make you blink. 


We can do it simply because we have all the resources 


together under one roof- 


craftsmen experienced 


a shrewd creative team, 
making the best use of 


materials; extensive fabricating and electrical depart- 


ments, mobile cranes and transport 


When you next 


need a stand, ask us for a coloured perspective, plan 


and estimate- 


free of « harge 


OLYMPIA 


DESIGN AND CONSTRUCTION SERVICE 


OLYMPIA LIMITED 


LONDON 


Wi4 
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This Advertising Council adver- 
tisement combats race prejudice, 
stresses that men and women 
must be judged on their individual 
merits. To work for better under- 
standing is to be a good American 
ciuizen 

of the campaign are equally im- 
pressive 

he Advertising Council's 
growth in scope and stature since 
the war has been evidenced in the 
increased number of requests for 
creative advertising help The 
Council's task of screening and 
selecting becomes increasingly 
difficult. Not every worthy cause 
can be given full support, er even 
minor | ee but the Council 
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has found it possible to give 
some measure of aid to all pro- 
jects that meet its standards 
without interference with the 
pools of ypace and tigre needed 
for major campaigns. 

During the past two years some 
400 serious requests for aid have 
been made, Of these, about 125 
from private organisations or de- 
partments of government have 
been screened, and about 60 per 
cent rejected and 40 per cent 
given some degree of assistance. 


The Council has become a 
clearing house for requests from 
public service organisations seek- 
ing ways to carry messages to the 
public. Each project is evaluated 
in the light of those standards: 
that the project can be success- 
fully implemented through the 
advertising method; that tt is in 
the interest of the people as a 
whole; that it is timely; that it is 
non-commercial, non - partisan 
politically, and not designed to 
influence legislation. 


The Council has proved that 
public service advertising is the 
most powerful force ever devel- 
oped for solving problems by 
persuasion, not compulsion. It 
has blazed the trail for better 
public relations for the advertis- 
ing profession, and successfully 
elicited support of its campaigns 
from business. The Council's 
conviction that “Advertising 
Fights for Freedom” will, without 
doubt. encourage the crusade for 

a better world. 
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FOR THE PRINCIPAL... — 


A SURE MEANS TO GREATER OUTPUT - 
FASTER WORK-BETTER CONCENTRATION. 


m Emidicta 


THE ELECTRONIC DICTATION MACHINE WHICH OUTDATES ALL 
PAST ACHIEVEMENTS IN THE FIELD OF RECORDED DICTATION 
The EMIDICTA is produced by E.M.1., the great electronic engineering organisation which 
comprises “ His Master's Voice”, Marconiphone and Columbia 
—past-masters in the art of recording and sound reproduction. 


FOR THE SECRETARY..._ 
A SHREWD STEP TOWARDS GREATER 


ONLY THE EMIDICTA COMBINES 
EX ECUTIVE RESPONSIBILIT 1ES. Gy 


ALL THESE FEATURES 
% A dual purpose machine which records 
and reproduces. % Provides radio-like repro- 
duction from inbuilt loudspeaker — or from 
remote loudspeaker. % The EMIDICTA 
records clectro-magnetically on thin mag- 
netised paper discs called Emidiscs. These 
Emidiscs are unique in that if desired they 
can be folded and mailed like an ordinary 
letter without the slightest injury to the re 
cording. *% The electrical properties of the 
EMIDISC are unaffected by the number of 
times it is recorded, played back or erased. 
%*% Quick dictation can be slowed down in 
transcription. % Corrections made by simply 
over-speaking on the incorrect text. %& Full 
6 minutes’ dictation period (800 to 1,000 
words). % Illuminated cucing scale gives 
at-a-glance location of recording matter. 
% Hand or desk microphones to suit all 
office conditions. % Featherweight head- 
phones — 34 ozs. only. %& Erasing of recordings 
a matter of seconds. ¥ Facilities for remote 
recording. ¥ “Easy-wheel” stand with 
storage space. 


% WHILST IN MANCHESTER FOR THE BUSINESS EFFICIENCY EXHIBITION BE SURE TO 
VISIT THE SPECIAL EMIDICTA DEMONSTRATIONS AT THE QUEEN’S HOTEL SEPTEMBER 6-14. 


E.M.1. SALES AND SERVICE LTO., EMIDICTA DIVISION, 363-367 OXFORD STREET, LONDON, W.1 
MAYFAIR 6597 oa“: 
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How To Prepare Your Artwork For 
Commercial Reproduction 


“I should like to see oe envisage the foundation of a commercial art training college 


where stud 


ways of advertising.” So wrote T. D. Heppell on p. 
commercial artist 


the artist takes particular 

notice of each single instruc- 
tion issued with a commission, 
¢.g., media, process, size, quality 
of the paper to be used for-final 
reproduction, etc. If the instruc- 
tions are given verbally, then it 
can be generally assumed that a 
rough will be required before 
proceeding with the finished art- 
work. Should, however, the in- 
structions be in the form of a 
layout such as is usually provided 
by advertising agencies it is safer 
to submit the “finished art” in its 
pencil stage. 

Many clients usually insist on 
this, but in any case it is gener- 
ally more satis*actory from the 
artist's point of view to submit 
in pencil (unless the layout is a 
highly finished one), because it 
so often happens that the client 
wishes to make amendments. 

If the medium required is line, 
then the artist has the choice of 
working in ink (waterproof black) 
with brush or pen, litho-chalk, 


I: is vitally important that 


black Conte of carbon-graphite 
pencil. The combination of ink 
and chalk gives a very pleasing 
ffect on some subjects, and 
raperboard also comes into 
his category. If a line and wash 
treatment is requested, then 
aterproof ink is again used with 
rush or pen for the fine portion 
and process black or artist's or 
designer's black for the half- 
tone wash. (See illustration.) 


What To Use 


For Line 


For line, it is desirable to work 
on a good hot-pressed paper 
(which must be mounted when 
work is completed), H/P What- 
man board, Bristol board, fashion 
plate board or ivory board, 
whichever has the most suitable 
surface for the desired effect 
Most of these are now freely 
available. If working in line and 


has to 


wash a non-surfaced paper or 
board will be needed, and should 
paper be chosen this will need 
Stretching or straining before 
applying any washes. 

When working in line, it is 
important to bear in mind the 


paper is to be used for the 
finished printing then a much 
finer treatment can be adopted. 
The two foregoing treatments 
will be reproduced by the line 
or half-tone process respectively. 

In two-colour line work, the 


et ae pn ee et te te te fe ee te ee eee te ee og es ee Oe ee 


This was used for an industrial poster. 
Bernard Bowerman of a Cornish china clay mine. 
by means of a combined line and tone block. 


A pen and wash sketch by 
It is reproduced 


me ae peg et pe Fe ee ee tg te hy ee ee OF ep hy ee 


actual finished reproduction size 
of your drawing, especially if it 
is to be printed on newsprint, as 
a fine or close treatment is apt 
to close up and print badly. It 
is customary to work at least 
half-up or even twice larger, un- 
less same-size is requested, thus 
allowing for reduction to mini- 
mise any irrelevancies. This 
particularly applies to line and 
wash treatment for reproduction 
on newsprint, when washes should 
be kept broad, and as simple as 
possible. 

If an art ental or a good laid 


second colour can be indicated 
on a Kodatrace overlay and is 
usually shown in poster red or 
designer's red. The overlay must 
be placed in the correct keyed 
position over the master drawing. 
Block registration marks should 
be clearly shown in the four 
corners of both the master and 
the key drawings. 

This method of using overlay 
key drawings can, of course, be 
extended for multi-colour line 
reproduction, but the importance 
of correct registration cannot be 
over cephanten 


e instruction and yee in the application of their knowledge to the 
333 last week. But for the present the would-be 
get his advertising “know-how” the hard way. 
BERNARD BOWERMAN smooths 


In this article 


the path with a little down-to-earth advice. 


All commercial art students 
should be impressed with the 
necessity of giving attention to 
these details. When they have 
been mastered, the finished art- 
work can be started. 

If the subject be a simple one, 
the drawing can be laid out direct 
on to the board or paper; but 
if an intricate drawing, such as a 
mechanical or architectural sub- 
ject, is required, then it is advis- 
able first to lay out the whole 
drawing—including any lettering 

on tracing or detail paper. 
When the artist is satisfied with 
this initial drawing (which could 
be submitted to the client at this 
stage) he can press it through 
on to the final paper or board 
by using a fine tracing point and 
a backing sheet. 


Preparing The 
Backing Sheet 


The backing sheet is prepared 
by rubbing powdered graphite, 
chalk, pastel or soft pencil over 
a sheet of thin tracing or detail 
paper. It is advisable to use 
chalk or pastel—preferably blue 
—when working on a black or 
coloured ground. 

All is now ready for the 
“finished art” to proceed and the 
final result will depend entirely 
upon the ability and personal 
technique of the artist. 

Most artwork required for 
general advertising purposes is 
fairly straightforward from the 
trained artist's point of view, but 
certain jobs, such as brochure 
covers or catalogue pages, may 
require illustrations that “bleed 
off” the page. This bleed must 
be allowed for by the artist in 
completing the finished work by 
adding approximately } in. on 
the edges concerned when work- 
ing half-up. This can also be 
done by working over a larger 
area than required, and then 


NOAH HAD THE RIGHT 
All under one 
HAMPDEN PRESS LTD 


107 SOUTHAMPTON ROW, LONDON, W.C.! 


PHOTO-LITHO 
SILK SCREEN 
PRINTING 
LETTERPRESS 
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DISPLAY & COMMERCIAL ART 


cutting a mask to the appropriate 
reduction size including bleed. 

The mask is laid over the work 
and fixed securely in position 
with rubber solution, thus mak- 
ing a clean presentable mount 
around the finished work 

The amount of bleed which has 
been allowed on the drawing 
must be carefully and squarely 
marked on the mask 

With the pride of craftsman- 
ship that should be apparent in 
all creative work, it only remains 
for the artist to “clean up” his 


or her work and place a protec- 
tive cover over it. For this pur- 
pose, detail paper is normally 
used, but in the case of a large 
painted surface or a scraper- 
board sketch it is advisable to 
place an additional cover of stout 
paper over the detail paper. 
Cellophane also makes a good 
protective cover for a highly 
finished and casily damaged sur- 
face, but it must be folded round 
each of the four sides of the 
sketch. and taped to the reverse 
side of the board. 


Silk Screen 


HIS month's question for 
Peter Mytton-Davies 1s 
We are starting our own silk 


screen shop and wish to mix our 
own paints, since we have all the 
paint mills and mixing apparatus, 
etc., on the premises lefi by ¢ 
former tenant. Also, we have a 
very practical man acc ustomed to 
mixing screen paints, and while 
he knows all about the extenders, 
thinners and dryers, etc., to use, 
we should be glad if vou would 
tell us something of the following 
pigments, so that we may decide 
what chemical reaction (if any) 
they are likely to have on the 
various surfaces on which we 
propose to screen. The piements 
in question are: (1) viridian green, 
(2) strontian yellow, (3) cobalt 
and (4) scarlet 


vermilion. 


Mr. Mytton-Davies writes: 

The nature of the pigments you 
mention is as follows (1) 
Hydrate sesquioxide of chromium 

chemically stable and perman- 
eat to light considering that it is 
a green. (2) Chromate of stron- 
tium—fairly permanent to light. 
(3) We presume you mean cobalt 
blue, although it is just possible 
you might mean cobalt vellow 
(aureolin), if you refer to cobalt 
blue, we would say that it 
is made of oxide of cobalt 
metal and will probably have a 


small sulphur content-—fairly 
stable chemically 
Cobalt yellow pigment is 


mostly used for glazing in the 
decorator’s trade—fairly perman- 


WHY 


Why do photographs and dis- 
play material from Smiths’ Eng- 
lish Clocks Ltd. always show the 
clock hands at 9.23? Why are 
window display men told to show 
Smiths’ clocks with the hands at 
this angle? 


The answer has been given in 


rhyme by Smiths’ sales manager, 
Mr. W. M. Lane 


On all the clocks the hands 
agree, 
But why, oh why. 9.23? 
We think you will agree it's 
wise 


Forum ... 


ent to light except when mixed 
with certain of the lakes 

Use zinc oxide for making 
light tints of this yellow pigment 
which is chemically double nitrate 
of cobalt and potassium 
sulphide of mercury, which is 
also the basis of English, French 
and Chinese vermilions 

These pigments are found in 
large quantities in the mineral 
cinnabar. However. without pro- 
cessing. this mineral is not usually 
quite bright enough to use as 
pigment. You do not state the 
material on which you propose 
to screen or the other colours to 
be used, but we would warn you 
that the mercury vermilions may 
be expected to have an unfor- 
tunate chemical reaction on any 
pigment derived from a copper 
base such as emerald, verdigris 
and malachite 

Scarlet vermilion should not 
be confused with American ver- 
milion. which is chromate of lead. 

Having supplied the above in- 
formation, may we caution you 
against the practice of attempting 
to Mix your own paints unless 
you have the services of a con- 
sulting paint chemist as well as 
those of your practical man 

We aporeciate that you wish 
to make use of your existing mix- 
ing equipment but suggest you 
should consider disposing of this 
to a reliable silk screen paint 
manufacturer, and having thus 
won his goodwill, get him to pay 
Special attention to your require- 
ments 


That clock displays should 
synchronise, 

And this position proved to be 

The most attractive, and, you 


see 
It keeps the name of “Smiths” 
in view 

And winding holes are quite 
clear, too. 


Those who use cellulose acetate 
films for display and packaging 
will find much to interest them in 
Courtaulds' Cellulose Acetate 
Films, jyast published by British 
Cellophane Ltd. 


(4) is * 


The question of whether or not your paintin: 
are going to remain fresh and brilliant is a very 
important matter because it is natural that you 
will want your work always to do justice to 
your merit as an artist. 
* ww cannot sflord to be disappointed 


# your paintings deterrorate im the 
course of time nor can your chents 
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Fryers fos Colours since 1766 


178 Kensington High Seren, London, W.8 
13 Charing Cross Road, Londen, W.C2 
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Studio Seven 
Limited 


47 REDO LION STREET* WC} 


TELEPHONE: HOLbernm 9357-8 


17-18 Tooks Court... 


An eddres for Artis snd Studio Managem to 
, you wit find 


you Seed, supplied by people with a wide eaperience 


@ Complete range of our | @ Phow acd 
own Fashion phovostatic 
9 © choose from equipped (o carry out 
@ Eoure Ranse Winsor any work, any size, in 
& Newtons’ fine cotours tee shorien 
er —. ang | @ Relieve that headache 
@ Dry Mounting Service Phone, HOL 62454. 


COLYER & SOUTHEY LTD 
I7-18-TOOKS COURT CURSITOR STREET EC4 
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Leonpoen orrice 
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Estebtished #910 


SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD CROYDON 
24001 8S cCOomepe 5147-6 


HIGHEST GRADE 


CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERVICE 
) EXPRESS ¢ 
DELIVERY 


onsutr us ton DAY-GLO 


= STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 

STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.I! 
Tel. Nos. Botterses S300 & 4886 


FOR GOGO AELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STUDIOS (SIGNS A DISPLAYS) LTD 
17 GO87ON ROAD. KANWHLL Ww? 


deed 


} 


“ Acclaimed Supreme by Client 
Competite: olike |“ 


ond 


CR; F@STER & C®@ 


(Display) Ltd. 
& Specialised Silk Screen Printers 
Sole Manufacturers of “ SCREENTONE” 
Tough, Piiable, Plastic Paint Transfers 
Nove our Unique Facilities now available 
for Quality Processing for the indus- 
trial Markets 
Direct Screening, Lettering AND Firing 
of Ceramies, and Gold Badging and 
Labels on Glass Botties, and Perfume & 
Cosmetic Containers 


Eccleston Road, West Ealing, W.13 


Telephone - Ealing 2924 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicerds Ltd 


407-409 
HORNSEY ROAD 
HOLLOWAY 
LONDON NI9 
ARC: 1178 & 3469 


SILK SCREEN 
PRINTING 
trom a Double Crown Poster 
to a 48 Sheet 
Let us quote you! 
CLARKE BROS. 

16 THE GREEN, TWICKENHAM 


PHONR! POPRROROTR Sout 
Established nearly #) years 
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== STUDIO 

DRAWINGS FOR ADVERTISING FIGURE 

& STILL-LIFE - CUT-OUT DISPLAYS - SILK 

SCREEN PRINTING ee 4 
s R 


15 Trinity St., enemenets Phone 5555 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
that ts second to none Our speed is 
your asset 
for QUALITY and RELIABILITY 
‘Phone Shoreditch 3942 


VARILITH SERVICES LIMITED | 
3 Academy Buildings, Fanahaw Sereet, N.! 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


saonaaat BRIDGE ROAD 
*S.W.1. TEL. VIC 0912.9 
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** click ’’ first time ? 


F one wades through the piles 

of showcards that are stored 
away or wasied in the average 
retail store one is inclined to 
wonder whether the showcard as 
a piece of promotiona! advertis- 
ing is not on its way out. But, 
careful study and market research 
show that the showeard as such. 
is, if anything, in greater demand 
to-day than ever before. An 
analysis of unused showcard 
material shows that the material 
so wasted is invariably made up 


of 3 main groups: (1) Showcards 
that are outdated, or badly 
designed (crude or lacking in 


sales appeal); (2) Showcards that 
are 100 large, or too small; (3) 
Showcards that are difficult to 
assemble or arrive damaged 
because of bad packing. Rarely 
will a well designed, well pro- 
duced showcard be found 
among them. 4 

Main purpose of a showcard 
is to remind the customer at the 
“critical” moment of a manufac- 
turer's product, to be the final 
link in the wide range of an ad- 
vertising campaign, and to act as 
the silent salesman and clinch the 
deal at the point-of-sale. It hap- 
pens all too often that a manu- 
facturer spends large sums on ad- 
vertising his product in the news- 
papers, but fails to follow it up 
efficiently at the point-of- 
sale The customer's initial 
attention is drawn to the product 


N the design and production 

of showcards this company is 
fortunate in having the experi- 
ence of many years’ close associa- 
tion with thousands of retailers to 
draw upon. 

The issue of showcards is 
restricted to items which fall into 
one of two categories: (a) A card 
which is so decorative and attrac- 
tive as a picture that it will secure 
a showing from the majority of 
the dealers; (b) A design devoted 


to the selling of a particular pro- 
duct which dealers will wish to 


*An Advertiser Speaks 


By G. J. FRESHWATER, Controller of Advertising 
Electric & Musical Industries Ltd. 


Ausust 31, 1950 


Making the Most 


of Showeards 


Why are some showcards consigned to the 

lumber room ? What is it that makes others 

Here a designer, an 

advertiser and an advertising agent discuss 

the anatomy of these silent salesmen, which 

when well-designed and produced, can be a 
real help at the point-of-sale. 


*The Designer's View 
By W. M. DE MAJO, M.B.E., M.S.LA. 


by the manufacturer's advertise 
ment campaign, yet he buys a 
competitor's article Because he is 
led to it on the shop counter by 
its more interesting and more 
vital showcard 


It logically follows that the 
point-of-sale material must 
be attractive if it is to lift out 
the product it advertises from 
among the other packs that sur- 
round it. It must be simple and 
effective im design, a miniature 
poster casily read and taken in. 
It must blend in with the actual 
product or pack, thus forming a 
suitable display background or 
logical link. 


Three-dimensional showcards, 
providing they are intelligently 
designed, invariably do the sell- 


ing job better than a conventional, 
flat type. New design methods 
can achieve an unusual effect 
with point-of-sale materials 
that will really stand out amongst 
their flat and often boring 
brothers. The use of an unusual 
colour or a simple but unusual 
design, with clever cuts and 
scores on cardboartl, can achieve 
outstanding effects which are still 
very economical to produce 
Above all, the point-of-sale 
material must never overpower 
the actual product, but rather act 
as a complementary or “support- 
ing” background which will draw 
maximum attention to the goods. 


feature for that reason. 
The company do 


not 
showcards haphazardly on the off 


issue 


chance of their being utilised 
Where assured of a general show- 
ing of a particular card a general 
distribution is made to all 
retail stockists. In other cases a 
limited quantity is often pro 
duced by silk screen process. In 
some cases these are made par 
ticularly attractive by cellophane 
covering. The additional expense 
of this is well merited by the 
extent to which they are used 
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eg This is one of the window 
cards now appearing in 
Canadian stores during Bri- 
tish Leather Weeks organ- 
ised by the Leather, Foot- 
wear and Allied Industries 
Export Corporation. Last 
year, window cards were in 
leaf green and oak brown; 
but because some retailers 
said they were not sufficiently 
striking, this year's cards are 
in white with red borders. 


| ap ~ the advertising agent's 
point of view the most 
general reason for a showcard is 
to provide an attractive, infor- 
mative and compelling dealer aid 
at point-of-sale. 

The treble impact of Press, 
poster and showcard is only 
powerful if properly linked with 
a pre-determined, long term sales 
policy. Too often the showcard 
is a littl orphan with no rich 
relatives on the hoarding or in 
the Press. It is just thrown in as 
makeweight and for all its 
relationship to the central theme 
might be advertising another 
product. Of course, there are 
occasions when something special 
is needed and this has to be dealt 
with according to circumstances. 

A number of factors control 
the type of showcard that will be 
both economical and effective. 
One of the most important is 
whether it is required for a short 
period of a few weeks, or is 
designed to cope with a situation 
over a period of years. For in- 
stance, a Bisto showcard showing 
the famous kids and their slogan 
“Ah, Bisto improves meat dishes” 
would still be one hundred per 
cent publicity value in ten years’ 
time, whereas the same showcard 
with a topical message such as 
“Improve your meat ration with 
Bisto gravy” could be redundant 
next week (vain hope) 


* What the Agent Thinks 


In this case, ALFRED PEMBERTON LTD. 


The siting of the showcard is a 
matter of some importance, 
whether it is intended for window 
or counter display—or for both. 
Fishmongers, butchers and bakers 
usually sell from their windows 
and counters and when the day's 
trade is done put out showcards 
to fill the blank spaces. These 
cards need protection against 
moisture and soiling as do those 
intended for use in public houses. 
In addition, sturdy construction 
is necessary to withstand the 
necessary amount of handling, 
otherwise the usefulness of these 
showcards will be shortlived. 

Furniture shops which display 
goods at ground level invariably 
have deep-set windows. Show- 


cards for these users should, 
therefore, be large, clear and 
sitaple. 


A good campaign needs and 
deserves good showcards, nor 
does goodness here necessarily 
connote expensiveness. The right 
showcard, properly displayed, can 
do a great deal of selling. It 
recommends the product at a 
moment when the product itself 
is immediately available to a 
customer already in a buying 
mood. No effort is required of 
either seller or buyer. All that is 
necessary is that the recom- 
mendation makes the right appeal 
to the customer and the sale is 
made, 


New Animated Display Draws Crowds 


Crowds have been drawn to 
the windows of the T. B. Ford 
Ltd. showrooms in Kingsway, 
London, where an animated dis- 
play based on a new principle 
has been installed. 

It consists of ten small cut- 
outs, made on the principle of a 
stage proscenium, each of which 
displays a small dancing figure. 
Each unit is illuminated with a 
flashing lamp, and is backed by 
a brightly coloured stage back- 
cloth. The ten units relate the 
sad fate of ten little “blot-imps” 
at the hands of Fords blotting 
paper. 


The display was conceived by 
Mr. R. P. Twyman, T. B. Ford's 
showroom manager, in co-opera- 
tion with Mr. Houghton of 
Pevensey Bay, Sussex, who has 
been developing the specialised 
movement over a considerable 
period. Construction was by 
Fords. The backcloths were de- 
signed by Miss P. H. Webb, a 
newcomer to this branch of art. 

Animation is supplied by an 
electrical movement which has 


hitherto not been used in display, | 


and which is being developed b 
Sindall & Baker (Publicity) 
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What a magical phrase it is 


—a universal open Sesame— pene- 


trating into every country in the 


world. No 


broadcasting organisation 


anywhere 


enjoys a greater reputa- 
tion of trust than the B.B.C. and 


with the introduction 


AP 


— 
_). 


of this 


journal of the B.B.C. Overseas 


Service ‘London Calling’, you are 


offered an opportunity of linking 


your export drive with this trusted 
reputation. If you export British goods, 
then ‘London Calling’ is the ideal 


medium for 


your advertising. 


THE RADIO Ties 
OF THE WORLD 


Write for specimen copy and rows te: 
HEAD OF ADVERTISEMENT DEPARTMENT, 


B.B.C. PUBLICATIONS, BROADCASTING HOUSE, PORTLAND FLACE, LONDON, Wu 
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He must be a first class advertising designer 
(visualiser if you prefer it), who can put ideas 
his and ours — on paper. He need not do finished 
artwork himself but he should know whom he 
wants to carry out the finished drawings for 
his designs. 


COPYWRITER 


A man who can write to all types of people about 
all manner of things in such a way that his readers 
will want to go on reading. 


ACCOUNT EXECUTIVE 


An experienced advertising man who can get the 
facta of a problem, help to find the solution 
and give our clients good reason to feel happy 
to leave their advertising to us 


We are not wanting improvers but fully fledged 
men. If you feel you qualify and are interested, 
write to us first please, and tell us about yourself. 


C. R. CASSON LIMITED 
29 HERTFORD STREET, W.1. 
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DISPLAY & COMMERCIAL ART 


SMITHS TEACH STAFF 
GOOD DISPLAY 


“ ES,” said the girl from 
the Earls Court branch, 


course 


“it's a wonderful training 

It's opened up a new 
world of possibilities in display 
for me.” 

She made a minute adjustment 
to one of the wood block 
symbols grouped in “shop 
window” formation on the desk 
before her. Here was a design 


| which, translated into goods and 
| display material, would result in 


a dynamic, selling window 


Around her, her fellow students 
were similarly engaged Each 
had produced a striking design, 
to which he was now putting the 
finishing touches, with his wood 
blocks.. And each had by his side 
a notebook crammed with infor- 
mation and containing, as like as 
not, drawings which manifested 
the flowering of a hitherto under- 
developed talent for display. 

The Earls Court girl and her 
companions were students at the 
display centre which W. H. 
Smith & Son have opened in 
London and to which assistants 
from all parts of the country are 
sent for training. In charge of 
the centre (a section of the 
publicity department) is Mr. 
Deric St. Julian Bown, vice- 
chairman of the British Display 
Association and until recently 
chief display instructor at the 
L.C.C. College for the Distribu- 
tive Trades. 

In summer, special courses are 
held, as it iS Not convenient to 
detach assistants from _ their 
branches for long periods of the 
holiday season. During the rest 
of the year, the courses last for 
a month, the assistants being 
accommodated in an hotel 


The course starts with intro- 


D. St. Julian Bown helps a bookshop assistant to make paper models 
of his designs 


AvousT 31, 1950 


ductory lectures on the purpose 
of display, colour, composition 
and grouping. Students are taken 
to the Nationa! Gallery to study 
composition, and are required to 


Students dressed this “whodunit" 
window 


reproduce with the aforemen- 
tioned wood blocks the grouping 
of classical pictures. They are 
later required to reproduce these 
groupings in actual merchandise. 

They are also given a brief 
survey of classical architecture 
and some acquaintance with 
heraldry 

The practical work includes 
paper sculpture and paper craft 
generally and the designing and 
dressing of shop windows, panels, 
show cases, etc. Students have 
to dress the windows from the 
back, as in actual practice 

A successful student is 
expected to reach the standard 
of the British Display Associa- 
uon’s first year certificate. 
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ap CERTIFIED NETT SALES, 
JANUARY-JUNE 1950 


THE 


AUSTIN | 


MAGAZIN &E 


AND ADVOCATE 


86.120 


COPIES—MORE THAN 
30,000 PER MONTH 


ADVERTISING IN THE AUSTIN 
MAGAZINE IS HANDLED BY 
W. HORACE BIGGS PRESS 
ORGANISATION LIMITED 


107 Southampton Row, London, W.C.1 
Telephone: MUSeum 4151 
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To 


and Agents 


to a customer or client. 


price. 


Your Firm's Name 
EMBOSSED IN 
GOLD LETTERS 


at no extra charge. 


4 
t 
a 
\ 


A Gift that is 
constantly in 
use 


* 


Bi! ei 2 


Advertising Managers | 


Here's a sound 
idea to put to your firm or clients; a really 
excellent ball-point pen at a give-away 


British made, with cap and metal clip, 
Send (on headed notepaper ) for free sample 


UNIVERSAL TRADING CORPORATION LIMITED 
13a Old Burlington St., London W.1. Tel: REG. 0251 (7 lines) 
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‘OU know well enough how it sweetens 
business to give a practical little token 


DISPLAY & COMMERCIAL ART 


DISPLAY 
AIDS FOR 
RETAILERS 


ISTRIBUTED ‘to _ retail 
pharmacists at home and 
abroad on request, the Gladys 


Cooper Luxury complexion soap 
showcard was designed for the 
manufacturers, Evans Medical 
Supplies Ltd., by London Press 


BALL-POINT PEN 
IN QUANTITIES 
ONLY 9d, EACH 

REFILLS 34. EACH 


| I 
FIELD SPORTS | 


magazine | 


(published every other month) 


appeals to well-to-do men and 


women. 
If your goods are quality goods 
‘FIELD SPORTS MAGAZINE 


can help you sell them. 


Specimen copy, etc, from 
WILL KITCHEN JR 
(MAGAZINES) LTD 


134, FLEET STREET, £¢.4 | | 
Telephone: CENtral 1960, 3133, 3754 | | 


EXHIBITION 
SILK - SCREEN 


+ Display 


riestleys 


"Phones : GLOS. 2228!-2.3 
london TRAfelgor 4277/6 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS | 


GEORGE ROWNEY & CO LTD | 


10 PERCY STREET © LONDON * WI | 


Exchange Ltd. and printed by 
Publicity Arts Ltd. 


. . - 
HESE two showcards—for 
Cooper's household Aeroso! 


and Flyspray for farm use—were 


designed by Charies F. Higham 
Ltd. and printed by Clunbury 
Press. 


COOPERS | AEROSOL 


o. counter dispenser above 

for Spontex sponges does 
away with the old wire basket on 
the chemist’s counter, and can be 


replenished 
serves a dual purpose, being also 


as necessary. It 
used, in conjunction with cor- 
rugated cardboard, as packing 
for the sponges when in transit 
to the retailer. All] the latter has 
to do is to fold back the top and 
two side flaps. The dispenser 
was designed by Mr. T. Mann, 
of Sponcel Ltd., in collaboration 
with Crane Publicity Ltd, and 
printed by [homas Bushill & 
Sons Ltd. 


RINTED in red, green and 
black, this display outer has 
just been introduced by the 
Rawiplug Co. Ltd. for their 
Popular outfits. lt holds 12 outfits, 
and can be used for either coun- 
ter or window display. Designed 
by the Rawiplug Co.'s advertis- 
ing department, it was printed by 
Edward J. Wood & Co. Ltd. 
* * * 


ORDS Advertising Ltd. have 

produced an unusual set of 
cutout crowners for Richard 
Hudnut Home Wave Each 
crowner is designed so that none 
of the package is hidden. No 
strutting device is used, but full 
use is made of the product packs 
to support the cards. The 
crowners may be used singly or in 
sets. 
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During seventeen years’ residence al 
Clements Inn there has been a persistent increase 
in the volume of outdoor advertising planned, 


for the largest 


P placed and maintained by A. W. Newton Ltd 
independent outdoor 


With the acquisition of the spacious new Berkeley 


Neen - . Street offices, an already excellently equipped 
advertising organisation 


organisation can now serve the interests o! 


advertisers more efficiently than ever. 


in Eu rope 


A-W:-NEWTON LTD 20 BERKELEY STREET WI 


Specialists in Outdoor Advertising TELEPHONE : GROSVENOR 643) (7 LINES) 
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HERE are four ways, if 
I remember my army train- 
ing correctly, of making 
an object invisible. You can 
put it underneath or behind 
something, you can choose a 
background into which it will 
merge by reason of its similarity, 
you can put it above or below 
the normal range of vision or you 
can treat it with colour or lines 
or such things so that, although 
it will be apparent that some 
thing is there, it will not excite 
much interest or attention 
This science, or art, is known 
as camouflage, and in a mild 
form it is used extensively in 
daily life, as for example when 
a fat woman chooses a dress 
with vertical stripes. It is also, 
you may be surprised to hear, 
used in packaging, though to 
what extent the users realise this 
it is hard to say 
One of the most effective 
pieces of self concealment to be 
found (if you look hard enough) 
is this John Bond carton. On 
the chain store counter it is as 
hard to discover as a violet in 
the hedgerow; 1 know because | 
have personally conducted a 
search. 1 cannot imagine the 
impulse sales of this product to 
be very high, if indeed there are 
any, for only the most observant 
will know of its existence. 
Why is the display value of this 
pack so poor? Firstly because 
the design has no beginning, no 
middle and no end. It is just a 
muddle of type in which the 
unimportant details are given as 
much prominence’as the brand 
name and purpose. There is no 
central point, not even an ill- 
conceived one on which the eye 
can focus To discover the 
name of the product and the 
purpose for which it is used 
takes almost as long as it does 
to solve a Times crossword 
puzzle. 
The joke is that the superfluity 
of type only serves to inform us 
of facts in which we are not the 


This desien has no beginning, no 


muddle 


—_ 


‘PACKS, VISIBLE 


AND INVISIBLE 


The art of vs 


advertising: 


John Bo 


for se 
carton,a 


e is extensively used in 
-concealment as in the 


for self- a 


as in the Sanpic bott 


least bit interested. The infor- 


-mation that marking ink requires 


no heating may conceivably have 
delighted the crinolined ladies of 
the nineteenth century, but the 
reaction of the modern house- 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


wife is, surely, “I never imagined 
it did.” 

Number 74 Southgate Road, 
Londen, is undoubtedly § an 
address of vital significance to 
the manufacturers, but to the 
public, most of whom have not 
even been to the Tower of Lon- 
don, it will hardly evoke a thrill 
of wonder. To those who saw 
the Crystal Palace before it was 
burned down the microscopic 
drawing may possibly have some 
meaning, but unless it obtains 
the fame of Pompeii, the picture 
and the name will convey very 
littl to housewives of the 
post-war era. Why, then, take 
up with these boldly printed 
irrelevancies, all this valuable 
pace which could be used to 
arrest and hold the attention of 


(Keystone Studio 


middle and no end. It is just a 
f type 


the passing customer? Your 
guess is as good as mine, 


> * * 


I ALWAYS ENVY those giant 
manufacturing organisations 
which can afford to launch new 
lines upon the market with a 
maxmmum of scientific fore- 
thought and a minimum of risk. 
One feels that, if their marketing 
decisions are not invariably right 
they jolly well ought to be, One 
looks at their new packs to see 
how far artistic ability has been 
successful in demonstrating 
the marketing ideal; one weighs 
first the appropriateness of the 
selling angle, and then the extent 
to which this is successfully put, 
across. 

Reckitt & Colman's Sanpic is 
new in everything but name. It 
has, therefore, to make its own 
way in a decidedly lucrative but 
highly competitive disinfectant 


_ market. 


Now because most of the 
people who buy disinfectant are 
gullible enough to think they 
can keep germs out of 
their body by pouring a germi- 
cide down their drains and all 
over the floors it does not mean 
they are silly enough to buy any- 
thing. But they will, I think, 
buy Sanpic, for it has many of 
the qualities that go to make a 
sound product into a best seller. 
The bottle is cleverly designed; 
and to design a new bottle which 
is an improvement on existing 
patterns and still capable of fully 
automatic production is not easy. 

The would-be bottle designer 
thinks he has created something 
terrific, only to be told by the 
glass company that “square 
shoulders cannot be included 
because the glass won't flow that 
way” or “the label machine will 
not be able to handle anything 
with such a narrow waist.” By 
the time his design has been 
altered to suit these various 
limitations there is nothing of it 
left. 


In the cosmetic trade—where 
a generous cost margin is usually 
allowed for the container—these 
difficulties can be overcome by 
spending more money But 
where the product is in national 
competition with others of simi- 
lar price this solution is not 
available. 

A point of considerable im- 
portance when one is selling to 
the mass market is that the con- 
tainer should, within reason, 
make the product look as big as 
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possible. This is easy where a 
carton is used—one simply leaves 
a little empty space inside. (Too 
much space only draws attention 
to the smaliness of the tube or 
bottle enclosed.) But except 
where cost margins make it pos- 
sible to include half a ton of 
glass in the design it is difficult 
to make a”bottle look much big- 
ger than it really is. 

The Sanpic bottle carns full 
marks for achieving optimum 
apparent size whilst retaining full 
conyenienee of use and handling. 
Of sufficient width in the centre 
to stand firmly, it is tapered to- 
wards the sides and has a large 
but shallow recess at back and 
front to contain the labels. 

I wondered at first why 
Reckitts did not use the tech- 
nique adopted by their competi- 


. oncitersiszaae? ‘|. a 


Optimum apparent size plus full 
convenience of use and handling. 


tors, of printing both sides of the 
label so that it could be read 
through the bottle, but this would 
have done away with the excuse 
for a recess at the back. These 
recesses have another advantage: 
they enable the bottle to be 
grasped firmly in the hand—a 
most important point, especially 
in a container which is often 
picked up with wet hands. The 
sloped shoulders und sides of the 
bottle are shown off to advantage 
by the squarenéss of the recessed 
labels. 

Altogether I find the outline a 
most pleasing one. The label 
design is good too. 

Like most good designs it is 
simple in idea and execution, 
Many people looking at it will 
say “Why, there's nothing to it 
just the name and a little house. 
Anyone could do that!" Could 
they? Everything is simple once 
someone else has done it. 

Printed in red, blue and green. 
with a bright yellow background, 
this label is bright and gay. It 
has a stimulating effect both 
from the kitchen shelf and from 
the retailer's window. 

I think Sanpics sales will be 
stimulated too. 
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Bcri 


THE BREWER 


| know a lot of men who envy me my job, not only on 
account of my free beer allowance, but because they 
know I'm ina safe job. It’s not our fault if the strength 
is still not up to pre-war standard, but that makes no 
difference to the demand. 

I'm told that brewing used to be a household task for 
women eight hundred years ago. Fancy that! | can’t 
help wondering what those women would think if they 
saw our up-to-date breweries. 

We brew thousands of barrels of beer a year and, as 
| always say, as long as folks like their * pint’, | know 
I'm sure of a job. 

Security in your job is a grand thing. | can afford to 
splash a bit for the wife and kids if | see anything we 
really need. 

You advertise in our paper and if you've got what | 
want, I'm your customer. 


Rate £3.10.0 s.c.i. flat 


East Midland Allied Press Ltd 


ABC Certificate July to Gesenber 1949, Neg Soles 225, 353 per issue 


Audit Bureau 
ps dy bom shaamcee Faroe i 
GEORGE JACKSON, CLIFFORD'S INN, FLEET STREET, E.C.4 
Telephone: HOLborn 3611/2 


Manchester Advertisement Manager: 
W. NOEL YULE, cio HILTON & KAY, 4 WATER ST., 
MANCHESTER, 8 Telephone: BLA 0402 


GROUP NEWSPAPERS: 


NORTHAMPTONSHIRE EVENING 
TELEGRAPH, Peterborough Citi- 
zen & Advertiser (twice weekly, 
Tues. & Fri.), Kettering Leader & 
Guardian, Wellingborough News, 
Rushden Echo & Argus, Thrap- 
ston, Raunds & Oundle Journal, 
Lynn News & Advertiser (twice 
weekly), Bury Free Press, Suffolk 
Free Press, Isie of Ely & Wisbech 
Advertiser (twice weekly), New- 
market Journal, Market Har- 
borough Advertiser & Midland 
Mail, Lincolnshire Free Press. 
Managing Director: R.  P. 
WINFREY, M.A., LL.B. 


ONE ORDER ONE ACCOUNT. ONE RATE 


ADVERTISER'S WEEKLY 


MEET THE MEN WHO KNOW 


@ SRICKS, ENGINEERING, CANNING 


@ AGRICULTURE DOCKS, CLOTHING 


@ BREWING « MATS « BOOTS ESHOES 


@ (RON GSTEEL @ FRUIT @ RAILWAYS 


@ SULCAR BEET ¢ FLOWERS » SEEOS 


@ MANURES @ *ORGING » TIMBEP 


ONE MATRIX 
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Times 


SERIES 
Tel. Croydon 3434 
, 


exc HIGH ST., CROYDON 


CTa 


If the product involves . Es 


Production 


Processing of ferrous or 
Testing non-ferrous 
taspecting metals 


Finishing 


METALLURGIA 


YOUR ADVERTISING MESSAGE 


MUST CARRY 
a... 


THE KENNEDY PRESS LTO, 
LONOON OFFICE Bf BEOHORO STREET, 


31 KING STREET WEST. MANCHESTER 3 
LOnoon wei 


Ls 


PRINTING 


AT ITS BEST 


We specialise in the quality production of 
Price Lists, Catalogues, Brochures, Advertising 
Leaflets, High-class Colour Half-tone Work, etc. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.i8 
Telephone : BUCKhurst 1252 

1° {UMLAETT HAUTE PDAS NN 


The World's Greatest t 
Bookshop 


Stock of three 


million volumes 
New and sc operend Books = 


on every subj: 
inl emmiicienen wie 


Gerrard 660 (16 lines) 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of Exstras.aver, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD., 


69, FLEET STREET. LONDON E-C-4 
Central 2Bi1 


POSTER SITES 


ee A—— 
/ 
TOTYPE 2 of = BULLETINS 
. edicn HENDON 
GIANT ENLARGEMENTS saneauy 


up to 80 sq. ft. in one piece 
The Autotype Co. itd, Brownlow Rd 7. Spri tree 
London, W.13 ‘Phone : EALing 2691 3, Spring S c, W2 


PADOINGTON o1en'? 


Croydon | 
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Advertise Public 
— Or They'll Be Wasted 


Says G. RADAVIES 


Auscust 31, 1950 


Libraries 


| of Cambridge Public Libraries 


HE public library movement 
‘| celebrates its centenary this 
year. A conference of the Library 
Association, to be held in London 
next month, will make good pub- 
licity for the event, and respon- 
sible people in the movement 
consider that the effect of such 
publicity should be strengthened 
by a national follow-up campaign 
that would lead finally to a 
regular advertising programme. 

There is no doubt that nowa- 
days a majority of librarians are 
convinced of the need for adver- 
tising; ‘it is generally recognised 
that not to publicise the valuable 
resources of public library ser- 
vice is largely to waste them. 

Gone are the days when public 
libraries were dark and stuffy, 
hung with notices commanding 
Silence. They now offes much 
more than a collection of books. 
All towns of any size incorporate 
in their reference libraries an in- 
formation service dealing with 
- telephone and persona! inquiries, 
employing a specially qualified 
staff. Lending departments not 
only issue books to those readers 
who can find what they want on 
the spot, but operate a system of 
book-binding for special requests; 
such a system goes, if necessary, 
beyond the resources of any one 
particular Library by means of a 
well - developed inter - lending 
scheme worked voluntarily among 
libraries all over the country. 

Many larger libraries keep 
collections of gramophone 
records, music scores and even 
reproductions of paintings. Junior 
libraries not only provide books 
for children, but organise play 
and story readings and various 
clubs in connection with crafts 
and hobbies 


Unco-ordinated 
Local Effort 


This is all worth advertising; 
but the methods of drawing at- 
tention to it rely, for the most 
part, on unco-ordinated local 
endeavours. Local tradition 
counts for much, of course. In 
most towns public libraries have 
been estabhshed for many years 

a drawback in many respects 
because it means that most of the 
buildings are Victorian and ill- 
adapted to modern conditions. 

Although it is largely preaching 
to the converted, publicity within 
the building is the most usual 
method. Book display is normally 
carried out by the library staff 
and is based upon special show- 
cases or shelves of books ar- 
ranged to a certain theme. Stencil 
| methods of lettering are often 


employed, with 
pictorial effects. 

Cost, dignity and topicality 
are the chief problems to be 
faced by a librarian in consider- 
ing printed publicity. Public 
library income is provided from 
local rates and as may be ex- 
pected in a service entirely non- 
productive (at any rate, finan- 
cially) all expenditure is closely 
scrutinised. It must be clearly 
demonstrable, therefore, that such 
publicity is a real need and will 
be effective before any money can 
be apportioned to it. 


cut-outs for 


Topicality 
» Without Pounds 


Topicality is perhaps as diffi- 
cult a problem as any. The at- 
traction of new books is short- 
lived and notice of them should 
be given speedily. Yet many 
libraries cannot aflord to produce 
even a monthly list and seme lists 
appear only once in three months. 

National publicity is  un- 
doubtedly needed; the obstacle 
is the absence of a well-provided 
central authority. Public libraries, 
being closely tied to local 
government administration, have 
no co-ordinating organisation 
with official authority, and more- 
over, official financial resources. 

The Library Association, which 
received its Royal Charter in 
1898, is empowered to publish 
information for the furtherance 
of its objects, one of which is to 
promote the better administra- 
tion of libraries, an aim which 
could certainly include publicity; 
but it is less a case of powers 
than pounds. Membership of the 
Association is open to individuals 
interested, whether professionally 
or otherwise, and authorities con- 
trolling libraries. Income is de- 
rived from subscription by this 
membership, but for the most 
part it must of course be used for 
professional and administrative 
purposes. 

Yet whatever the practical diffi- 
culties, there is considerable and 
continued support among librar- 
ians for national publicity. There 
is room for a national magazine 
than can incorporate a local sup- 
plement Fully developed it 
would have millions of readers; 
it would be a valuable advertising 
medium and should sell space 
easily enough. There would be 
little doubt about its circulation 
figures; there are over 500 library 
authorities in Great Britain and 
Northern Ireland, offering service 
to a population of nearly 48 
million, of whom about a quarter 
are registered readers, Some £2 
million is spent annually on books 
alone. ‘ 
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—this NEW service to 
advertisers of furnishings, 
carpets, furniture, bedding, etc. 


BEGINS 6th OCTOBER 1950 


To meet the repeated demands of advertisers of quality 
products in the furniture, furnishings, upholstery and 
fabrics fields, as from October //« /urnishing World, the 
leading trade weekly, introduces a regular art-paper 
supplement enabling advertisers to make use of full- 
colour blocks and to enjoy a standard of reproduction 
of half-tone blocks hitherto impossible. 


A r eminder : Henceforth, their advertisements can be worthy of their 


Advertisement space in the products, with twice the punch and sales-compelling 
1951 force... 


FURNISHING TRADE In this way, the need of to-day for more forceful and 
effective sales methods has been anticipated and met by 

DIA 
sc icaateesantrins the trade’s most progressive journal. Send for full details 


is being booked fast. of rates, and other vital information, NOW. 


Advertisers who have not 
as yet advised us of their 


space requirements are 


urged to do so NOW, ‘You SURELY reach your man in 


Furnishing World 


Covering the entire Wholesale and Retail fields 
ONE OF THE TRADE CHRONICLES GROUP 


180, FLEET STREET, LONDON, E.C.4 Telephone: CHAncery 8844 (16 lines) 
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THE CAREER of Douglas 
Bain, recently appointed to 


the Board of S. H. Benson 
Lid., comprises four chapters, 
two Army, 
two advertis- 
ing. After a 
spell as a 
Regular 
Army officer, 
he went to 
Benson's in 
1935 and 
progressed 
through 
most of the 
departments. 
The war 
soon found 
him back in 
his old regi- 
ment, the 


Douglas Bain 


Hampshires. 

It was the “swimming tanks” 
that provided him with his chief 
wartime job. Attached to a 
specialist armoured division cre- 
ated with the Normandy assault 
in view, he played a big vart in 
developing these amphibians and 
in training U.S. and Canadian 
troops, as well as our own, in 


Mainly Personal— 


By CONTACT 


their use. He finished up as a 
leut.-colonel. 

Back at Benson's, he was given 
the job of reviving and reorganis- 
ing the research department 
before being put in charge of a 
number of big accounts, including 
Reckitt & Colman, Iron and 
Steel Federation, and Bovril 

Reading, at which he is both 
voracious and discriminating, and 
amateur dramatics are his 
avocations. When he was at 
Oxford, where he read modern 
languages, he rowed and played 
rugger for his college (Exeter)! 
now his game is squash. 


* * ” 


RECENT arrival here on a visit 
to her parents is Jean Elliott 
Dobbs, of New York City 

Jean was a founder member of 
the Regent Advertising Club, and 
prominent in advertising and mail 
order circles. She now has an 
interest in Eleska Cloth Books 


ne. 

While Mrs. Dobbs is in Eng 
land, her husband, Arthur 7 
Dobbs, has returned to his old 
love—motor cycling—an enthusi 


Al 
FOR BALANCED INDUSTRY 


IT’S 


THEY RE 
Leicester and district 


doing very 


'g Le le wv] 


7 


well, just now, in 


The general opinion is 


that they'll carry on that way. For one thing, 
there are very few areas in the whole of Britain 
that have so sound a balance of varied industries. 
Yes, in Leicester there's plenty of work, plenty 
of money, and plenty of willingness to be 


persuaded by good advertising. 


The people 


of these ‘parts have a strong liking for the 


‘Leicester Mercury’ : 


and, with interest - 


they read it thoroughly 
from 


end to end and 


thaf means the advertisements too! 


LEICESTER 


ALBION STREET - 


MERCURY 


LEICESTER 


LONDON OFFICE: 44, FLEET STREET, E.C.4 
Phone ; CENTRAL 6820 


asm which he took with him to 
America “Dobby” coined the 
famous slogan for K.L.G. Plugs, 
“Too Good to Miss.” about 15 
years ago. A recent cheque from 


K.L.G.’s in appreciation of the: 


slogan’s extended value went 
towards the purchase of his 1,000 
cc. Ariel Square Four motor- 
cycle. 

Dobby is also a former Regent 
ite. During the war he looked 
after the Clud’s junior production 
classes. 


= * a 
“TONY” BLAKE is once again 
back in harness after having 
been carried off on an ambulance, 
not for the first time in his life. 
I will not disclose his age; but 
to have worked for more than 
half a century in the Street and 
then to come up smiling and full 
of enthusiasm after having just 
undergone an operation for 
hernia, requires a certain amount 
of character. But James A. Blake 
is a character—and a very widely 
known one. While he was in 
Paddington Hospital goodwill 
messages and gifts of fruit, cigar- 
ettes, and biscuits rained on him 
—not merely from people well 
known in journalism and adver- 
tising but also from newsboys 
and even the men at the garage of 


the No. 15 bus on which he 
travels! 
Tony is more willing to talk 


about British-Continental Trade 
Press, of which he is director of 
publicity, than about himself. 
They have been going for some 
25 years; among their publica- 
tions—all doing well—which 
were started up since he joined 
the firm six years ago are the 
weekly Jute Markets Prices, the 
monthly Waste and Reclamation 
Trade Review and Carpet Review, 
the annual Waste Trade Manual 
and the Carpet News Service, 


which goes out confidently to 
subscribers. 

Major Blake fought in the 
Boer War and the Great War, 


and also served in the last war 
in which his son was killed at 
Narvik and hig wife during an 
air raid. 


* * * 
PROVISIONAI 


title of a novel 


which Richard Garrett. of Gar- 
land's is writing, is The Red 
Snow. It should not lack verisi- 


militude 
wartime 


for it is based on his 
escape from Norway, 
which involved trekking to the 
coast, acquiring a boat, and 
crossing to Shetland. Among the 
other things he did during the 
war were to fall off a horse (he 
was a Commando at the time!) 
and fracture his skull, and, much 


later in the war, to be captured 
ut Tunis and be held as a prisoner 
in Italy and Germany. By way 
of aftermath, he has now practic- 
lly finished writing the official 
history of his old ree:ment, the 
Sherwood Foresters 

Garrett's non-military career 
has been just as varied, though 


fortunately less dangerous. 
acquired his first publicity experi- 
ence with Boots Pure Drug Com- 


pany. That was before the war. 
After it, he edited and helped 
to double 
the circula- 
the 


came a copy 
writer m 
Odhams’ 
publicity de 
partment, 
moved to 


s. T.. Gar 
land Adver 
tising Ser 


vice as 
co py writer 
but ended up 
doing re- 
search, was Kemsley Newspapers 
promotion manager before being 
invited to rejoin the rapidly ex- 
panding Garland agency, where 
he is now research executive. 

Garrett is a member of the 
Market Research Society and an 
associate of the Society of 
Authors. 

* * * 


JAMES REEDY, advertisement 
manager, Agricultural Merchant, 
recently appeared in a new role— 
as a specialist witness at the 
Church House inquiry into pro- 
posals to establish a grower- 
controlled Marketing Board for 
the processed pea industry 
Reedy joined the Agricultural 
Merchant in 1946 on the editorial 
side; was soon appointed assistant 
editor; and became production 
editor and advertisement manager 
in 1947. Under his control it has 
been completely replanned and 
the size increased from 20 to 48 
pages. Not without pardonable 
pride he has sent me a copy of the 


Richard Garrett 


latest issue and a couple from 
late 1945; the contrast between 
the old-fashioned publications 


and the present attractive colour- 
covered journal could hardly be 
more marked Advertising re- 
venue has increased tenfold dur- 
ing the past three years and the 
current half-year figures were the 
highest in the journal's 33 years’ 
history. ‘ 

During the war, Reedy was 
wounded while in Burma with 
an R.A. unit. Among the other 
advertising men the unit con- 
tained were Kenneth Leake. of 
Greenly'’s, and Rodney Hobson, 
of Erwin, Wasey. 


WEEKS WISECRACK 


“Pve had to stop my dog 
carrying home the shop- 
ping—these soapless 


detergents make him 


foam at the mouth.” 
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One-Firm Overflow Show At The 
Efficiency Exhibition 


This story of triumph over 
adversity comes from Manches- 
ter, where the Business Efficiency 
Exhibition is to be held from 
September 6-16. 

Unable to book a stand at the 
exhibition, because of shortage 
of accommodation, E.M.1. Sales 
& Service Ltd., with the approval 
of the Office Appliance Trades 
Association, decided to exhibit 
their Emidicta dictation machine 
at the Queen’s Hote! nearby. 

To advertise this show, Mr. 
G. J. Freshwater, E.M.1. control- 
ler of advertising, asked Mr. 
G. W. Staples, of the National 
Advertising Corporation, to find 
one or two poster sites in the 
city But not one vacant site 
could be found 

Undaunted, Mr. Staples turned 
to the next best thing-——banners. 
And here he was successful. Two 
banners, slung across the front 
of business houses close to the 
City Hall, the exhibition venue, 
will call the attention of Man- 


Board To Supervise 
Farming Ads. 


The Farming and Poultry Ad- 
vertisement Control Board was 
registered as a company limited 
by guarantee without share 
capital on August 17 

Objects of the board are to 
supervise and regulate the publi- 
cation and wording of advertise- 
ments owned or published by 
members of the board, relating to 
general farming and poultry 
stock, hatching eggs, cage birds. 
pigeons, rabbits, etc 

The council consists of Messrs. 
F. R. Broomhead (hon. secretary), 
assistant editor of Poultry 
H. H. L. Parsons. H. L. M 
Carter, L. T. Ellis, J. R. Harvey. 
S. H. Burles and G. Sholto 
Douglas. 


Final Plans For 
*Freds’ Match 


Final arrangements have now 
been made for the Two Freds’ 
Cricket Match in aid of N.A BS 
which takes place at Finchley 
Cricket Club on Wednesday next, 
September 6 

Play begins at 11 a.m. and 
stumps will be drawn at 6 p.m 
Lunch and tea will be available 
on the ground, and there will be 
a bar. Following the match an 
auction will be held, and Harold 
Fish, who will officiate in his 
accustomed role, says that he will 
again have a large variety of 
attractive and useful lots to offer 

Finchley Cricket Club ground 
is in East End Road, Finchley. 
No, 143 bus from either East 
Finchley or Finchley Central 
stations (Northern Line) passes 
the ground, and a private coach 
will leave Salisbury Square for 
¢he ground at 10 am. and 
2.30 p.m 


cunians to the E.M.1. “private 
show 

Just to make sure that the 
message will get home, Mr 
Staples is backing up his banner 
announcements with posters fixed 
to the 39 ft. long sides of a 
trailer which will be towed round 
the streets before and during the 
exhibition. 


Ballet Promotes 
Dress Sales 


The role which The Ambassa- 
dor, the British export magazine 
for textiles .and fashions, has 
played in again providing off- 
stage wardrobes for the Sadler's 
Wells Ballet Company, was out- 
lined by Mr. H. P. Juda, editor 
and publisher, at a party at the 
Royal Opera House, Covent 
Garden, last Thursday. 

Manufacturers of all ranges of 
clothing and accessories, said Mr. 
Juda, had helped in providing 
well over 3,000 articles for the 
73 men and women in the ballet 
company. 

All the firms co-operating with 
The Ambassador were following 
up this promotion with whole- 
salers and retailers throughout 
the United States and Canada. 
Additional! national promotions 
in those two countries had been 
planned in co-operation with 
American and Canadian distri- 
buting organisations. 

September issue of The 
Ambassador contains a feature, 
“The Ballet is Dressed,” lavishly 
illustrated with pictures of some 
of these clothes or accessories 
worn by members of the com- 
pany. 


Advertising Classes 
At City College 
Courses in advertising. in pre- 
paration for the Advertising As- 
sociation examinations, and in 
sales managership, in prepara 
tion for those of the Incorpor- 
ated Sales Managers’ Associa- 
tion, are included in the 
forthcoming (103rd) session of 
the City of London College 
Enrolment takes place on Sep 

tember 18, 19, 20, 


Kemsley To Entertain 
Press Golfers 


Viscount Kemsley, this year's 
president of the Press Golfing 
Society, holds his “President's 
Day” at Stoke Poges Golf Club. 
on Monday, and a strong turn 
out by members is expected 

Lord Kemsley is the host at 
luncheon and is awarding various 
prizes which will be competed 
for during the day 


On Monday The Irish Times 
will begin publication, in serial 
form, of John Gunther's book 
“Roosevelt in Retrospect.” 


NEMS. 1B 
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P. J. Heary has ippornted 
manager ané adveriisement man- 
ager of Hulton’s Lagic. R 
Levi, who relinquishes the adver- 
tisement managership to Mr 
Henry, having sold all the space 
in Eagle for the foreseeable 
future, will be juired by 
Hulton Press for other duties, 
He continues as advertisement 
manager of Housewi/: 

Marcus Morris, editor of Faele, 
will have the neht of veto on 
all advertisements appearing in 
it. He will be responsible for, and 
in ultimate contro! of, the policy 
of the Eagle Club and will have 
ultimate policy contro! of all 
ancillary activities, such as the 
publishing of Eagle books and 
gifts to Club members 

Mr. Henry is 32 years old and 
comes to Hulton Press after a 
varied career, which included 
copywriting, film production, 
assistant to the general manager 
of an advertising agency, and 
experience in the selling of space 
in the cinema advertising business 


¥ * * 


W. F. Rathbone hes joined 
Herbert 1. Thomson Ltd. and 
has been appointed advertise- 
ment manager of Good Motoring 
which is to become a monthly 
with the November 1950 issue 
For the past two and a half years 
Mr. Rathbone has been on the 
advertisement staff of the British 
Travel and Holiday Association's 
publications, Coming Events and 
Motoring in Britain 


Robert Mantel, manager of 
Pinschewer Films Ltd. London, 
is leaving the company in the 
middle of next month to return to 
his native South Africa. He will 
take up a position with the family 
firm, Mantel Bros., importers and 
exporters, Johannesburg, but he 
also hopes to be able to interest 
South African manufacturers in 
the advertising possibilities of 
Pinschewer films 

His place in London will be 
taken by H. A, Durrer, who was 
formerly with Sound Broadcast 
Products Ltd. in the sound and 
recording installations sales de- 
partment. 


* . 


R. H. Haswell, who has re 
turned from South Africa, where 
he was in charge of the Cape 
Province branch of Claude Neon 
Lights Litd.. has formed a new 
company, Cadet Publicity Ltd 
itluminated publicity consultants 
neon sign manufacturers. and 
suppliers of stee! shelving. Offices 
and factory are in Farnham, 
Surrey. 


Kenneth Braddon has been 
appointed provincial advertise- 
ment representative for the News 
of the World and will take up 
his duties at Manchester shortly 
Mr. Braddon joined the adver- 
tisement department of The Star 
in 1933. In 1938 he left to be- 
come advertisement manager w 4 
Mactadden Magazine, a posit, © 
he held until the war when he 
joined the Royal Artillery. On 
demobilisation he became finan- 
cial representative with the City 
Press. In March this year he was 
appointed advertisement manager 
of the three new Argus Press 
publications, Photoplay, Master 
Detective, and True Detective 


Joha Bury, production manager 
with H. BE. Boulter Publicity Lad 
has been appointed to the board 
of directors of that company. Mr 
Bury came to the agency from 
Harlequin Press Ltd. where he 
was production manager 


Alan ©. Trower has been ap 
pointed a director of F. J. Lyons 
Ltd. the public relations firm 
Trower joined Lyons in 1946 
from The Star where he was suc 
cessively a reporter and syndica- 
ton manager 


H. Counter, manager of the 
Colman, Prentis & Varley Lid 
office in Caracas, Venezuela, ar 
rived in Britain on Sunday on his 
annual visit, 


> . ° 


. 

W. L. Greenwood has been 
appointed London representative 
to Middleton & Mellor, of Man- 
chester, screen process printers. 
display and exhibition stand 
fitters 


Mr. Gordon Stevenson, of 
Stevenson's Advertising Service 
Lid., London and Melbourne. 
visited Scotland on Friday and 
Saturday to meet clients and 
colleagues interested in the mar- 
keting of Scottish products in 
Australia. 


Three publicity men arrived at 
Silverstone for the Daily Express 
car races on Saturday by air 
Selwyn Sharp, of Armstrong 
Motors, flew in a Leef Aviation 
Auster from Coventry, and from 
Reading in their Miles Gemini 
came D. C. Embley, advertising 
manager, H. W. Carter & Co 
Ltd. (Ribena), and H. V. Kea- 
nedy, of K.L.M. Publicity Ser- 

(Reading) Ltd. Another 
ity man there was Joka 
is associated with 
Lagonda Motors 
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LS.M.A. Exam Dates 
Announced 


The Education Committee of 
the Incorporated Sales Managers’ 
Association announce that quali- 
fying and final examinations in 
Sales Management will be held 
on Thursday, Friday and Satur 
day, December 7, 8 and 9 

Examination centres will be 
opened in London, Glasgow and 
Manchester. 

Entry forms may be obtained 
from the secretary, 1.8.M.A., 23 
Bedtord Square, London, W.C.1, 
and must be returned by Monday, 
October 30 


Change Firm’s 
Name If — 


The advertising and sales con- 
siderations that are involved 
when a company changes its 
name are discussed in an editorial 
in Printers’ Ink of New York 

“A look-back into our 
records shows that corporate 
names are changed most fre- 
quently when one of the com- 
pany'’s brand names becomes 
better known than the name of 
the organisation that makes the 
product,” states the article which 
lists the following factors that 
should be borne in mind before 
a company name is changed 

Future product use and quality, 
new and old product relation- 
ships; company reputation and 
development historically; sales 
value, advertising investment, 
dealer acceptance, consumer ac- 
ceptance and competitive advan- 
tages of the two names; and com- 
pany'’s product and service plans 
for the future 


Ad. Idea To Sell 


Free Enterprise 


‘An American 
established (1902) owned by 
(10.000) stockholders, employing 
410.000) men and women.” 

The inclusion of some such 
statement as this in the adver 
tisement of every large manufac 
turer is offered by Printers’ Ink 
of New York, as a free idea to 
sell free enterprise Advantages 
claimed are that tt would 

Sell American (free) enterprise; 
educate the public concerning the 
ownership of the company (many 
people still think corporations 
are owned by presidents and/or 
directors), suggest, and correctly 
that private enterprise creates 
jobs; sell the company as well as 
the product; introduce a behind 
the-scenes human touch; be sound 
public relations 


Enterprise, 


Self-Service Newsagent 

A Glasgow newsagent, }. N 
Swanson, of R. H. Henderson & 
Co.. has introduced the first 
“named” self-service system to he 
used by the trade. Each of his 
S00 customers has a named par 
tition where newspapers and 
magazines are filed. The customer 
helps himself 


LL PachinG 


DESPATCHING 
SHOWCARDS ? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 

E. CHRISTIAN & CO. LTD. 

102 De Bewvoir Square, N.! 

Clissoid 1463 


Auoust 31, 1950 


Services & 


| {COMMERCIAL ARTISTS} 


Wustrated Banners on silk, 
linen, damask, taffeta, etc., 


[PUBLISHERS =) 


CHORLEY & LEYLAND 
LANCASHIRE 


Advertise in the Weekly Newpaper chat 
circulates in over 80% of che homes in 
thes prosperous locality 


The 
CHORLEY GUARDIAN 
and 


LEYLAND ADVERTISER 
ABC 17,222 june 1950 
GENERAL PRINTERS & PUBLISHERS 
Your Enquiries ore Invited 
34 MARKET STREET, CHORLEY 
30/32 FLEET STRUET, E.C.4 


CHORLEY 2705 LONDON CEN 1786 


| CUT-OUT LETTERS « SIGNS } 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


A, i A 
g to your own 


needs. Write for details 


CO-OPERATIVE ART SERVICE LTD. 
ta Doughty Street, W.C.1 HOL 1411/5707 


TECHNICAL ILLUSTRATION 

Exploded and cut-away perspectives in 

line, tone, etc.. for instructional, spare 
parts or advertising purposes. 

A Specialist Service for the engineer 
4.7.0. TECHNICAL ART SERVICE LTD. 
1128 London Read, Derby 
Phone Derby $9595 Grams Extruded Derby 


Sn the name K 
a Be 
Good Setwice 


REPRODUCTION 
SERVICES £70. 


ARTISTS - DESIGNERS - BLOCKMAKERS 


> 
18-20 ST. JOHN ST, LONDON, EC! 


rome C\ MRR Ewe —- 


SPECIALIST SERVICE 


IN PERSPECTIVE DRAWINGS AND 
MLLUS TRATIONS OFFERED To 
STUDIOS, AGENCIES & MANU 
FACTURERS 
Subjects covered 
INTERIORS & FURNITURE PERIOD 
OR MODERN, STILL LIFE, INDUS- 
TRIAL SUBJECTS, DISPLAY ETC. 
by experienced = Artist-Designer 
R. L. TUMELTY 
DA. (MIC), LSILA, ALB D 
44 SPRING GARDENS, DIDSBURY 
MANCHESTER 20 Tel. DIDsbury 4613 


| SILK SCREEN PRINTING } 


SILK SCREEN PRINTING 


ie 


Display Artists 
Silk Screen Printers 


ADVANCE 
PUBLICITY 


LIMITED 
| 


149 WARDOUR STREET 
LONDON, WI 
GERRARD 8236 


ASSOCIATED 
ARTCRAFTS Ltd. 


PLENDER PLACE, CAMDEN TOWN, H.W.! 
EUSton 14167 


WINDOW _ 
DISPLAYS > 
INTERCHANGEABLE 
METAL LETTER SIGNS 


SILK SCREEN 
PROCESS PRINTING 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOS8BS & AYCKBOURN 
14 CLERKENWELL GREEN, EC! 

et. 38 years 


FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 
Leeds, 7 


SIGNWRITING & MAKING 
Sigowriting Signs Manufactured 
Pictorial Work - Showcards 
Silkscreening Printing 

All enquiries to 
IMPERIAL SIGNS 
(Hartington Publicity Led.) 
1O0la Hartington Rd., London, $.W.8 
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Supplies... 


| PROCESS SUPPLIES 


|| GENERAL PRINTERS } 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 
FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample supplied on request. 
THE S.D. SYNDICATE LTD. 


46 EARL ST., FINSBURY, LONDON, E.C.2 


A Uy ——_ ALBION HOUSE, NEW NORTH ST. 
6811 6812 => FINSQUARE THEOBALDS AD. WC! WHOL 942! 
7001 LONDON. 


your problem 
iS OUR BUSINESS! 


We have the plant, crafts- 
men and enthusiasm for 
high-class trade printing 
Why not talk over your 
print problem with us! 


F.W. WHITE & CO 


Trade Letterpress & Litho Printers 


|_PROCESS ENGR VERS |} 


SCOTTISH STUDIOS & ENGRAVERS 


Her & complete service f 
winner _ 
ck. 


to & Seow 
1% CLYDE ST. GLASGQW 
City 696i-2-3 


SUN ENGRAVING Co. Ltd 
oat equipped to deal with large 
ress Campaigns throughout. 

ENGRAVING 

ADSETTING ’ 
STEREOS of 
ELECTROS ° 


Phone: TEM 825! 


S mat 
SERVICE 


HENRY ST - ROTHERHAM 


| ENGRAVERS } 


ENGRAVED 
COPPERPLATE CARDS 


FOR 
PROFESSIONAL, PRIVATE 
AND COMMERCIAL USE 

Send for Style Cards and 
Price Lists. (Trade only). 
GEORGE VOKES LTD. 
THE LEADING TRADE HOUSE 


90 WARDOUR ST., LONDON, W.! 
Phone Offices GERrard 2732 
Works GERrard 510! & 3076 


| SILK SCREEN MATERIALS } 


SILK BOLTING CLOTH 
COTTON ORGANDIE 
RAYDON SCREEN 
COLOURS & SCREEN 
PRINTERS’ SUPPLIES 


GEORGE HALL 
(SALES) LTD. 
111 Wellington Rd. South 


Stockport 
Telephone : Stockport 3375 


| DISPLAYS EXHIBITIONS } 


| | POR DISPLAYS, EXHIBITION STANDS, 
SIGNS, BULLETIN BOARDS, 
designed, constructed, instatied, by 
experienced organisation with « 
name for high<lass production 


Consult 
COOK'S DISPLAY PRODUCTIONS 
LIMITED PARK 6652/34 


| 
| 


| 


MECHANICAL DISPLAYS } 


Why Not Use 
“ SCREENASCOPE"? 
The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows. Stores, ete. 


CRANE AUTOMATIC CO. LTD. 
BELMORE STREET LONDON SWS 
Phone: MACaulay 1688 


| [_ PHOTOGRAPHERS 


A.C.K. WARE 
(PHOTOGRAPHS) LTD. 
Photographers to leading advernsert 
and industrialists, mn COLOUR and 
BLACK AND WHITE (IT 9899) 


Pomeroy House, Basinghs! St london £ C2 


MATTACOL 


DISPLAY PRINTS 
. 
From postage stamp to 
poster in single copres 
er quantities 
. 

LONDON AREA | 
ROBERT P. HYMERS LTD 
17 Clifford Se. W.1 MAY tar 6768-9 

NORTHERN AREA | 
R. DIXON, 1) Corson Re 


Stretiord, Manchester 


morland 
BRAITHWAITE Ltd. 


EXCISE THE EXES FROM 
EXHIBITIONING AND 
WINDOW DISPLAY 
20 years of experience ip making and 
building stands and window dispia, units 

ce BISELAD LTO. 


Telephone : Blackfriars 0856 


(SCALE MODELS} 


} 


SCALE MODELS 
for all purposes 
JEL PUBLICITY 


30 Maple Road, Surbiton, Surrey 
Write for illustrated leaflet. 


ADVERTISING NOVELTIES } 


WE SERVE 


ADVERTISERS 
WITH 
INSCRIBED ARTICLES 


RANGING FROM 
CHEAP GIVE-AWAYS 
To 
ENDURING GIFTS 
POR EXECUTIVES. 
ADVERTASING NOVELTIES LTD 
NATIONAL AD-PENCILS 


18/21 CHARTERHOUSE SQ., LONDON, EC! 
Telephone : CLE 7110 


ADVERTISER'S WEEKLY 


Fashion Publicity 
Is “ Backward ” 


In an article in Tailor 4 
Cutter and Women's Wear, pub 
licist Mr. Peter Hope Lumiey 
comments on suggestions that 
Britain is backward in publicising 
and promoting her first class 
custom-made women's clothes. 

An introduction to the article 


says 
“(Mr. Lumley) . thinks that 
British fashion needs to blow its 


own trumpet, albeit, perhaps, 
slightly muted. He calls for a 
greater appreciation by the 


women's fashion trade in Britain 
of the essentials of publicising its 
garments; and the British fashion 
photographer comes im for a 
hearty buffet in the process. But 
though the British women's trade 
may not compare favourably with 
Paris on this score, we wonder 
how Lumley would react to the 
attitude towards publicity taken 
(or left) by the British men's 
trade. In comparison to the, 
adhere-in-the-clay reaction of 
men’s fashion houses in Britain 

the women’s trade in Britain is @ 
screaming huckster, By workin 

hard to overcome its reticenced 
the British men's trade may one) 
day amplify its present whisper- 
ings into a volume equivalent toy 
the sotto voice of which Peter™ 
Hope Lumley complains here 


P.R. Consultants Fo 
Brush Group — 


The Brush/ Associated British 
Oil Engines Group of Companies 


have appointed Sidney-Barton 
Lid. as their public relations 
consultants 


The constituent companies in 
the group will continue to handle 
their own advertising and Press® 
inquires Sidney-Barton Ltd} 
will be responsible for advising 
on the public relations and pub 
licity policy of the’ group as a 
whole : 


‘Uncle Swims Like ' 
A Fish —Dubonnet 


The Daily Mail channel-swim 
ming race last week provided 
Dubonnet with a topical tie-up 
In Anglo-French style they an- 
nounced that “Each time my 
uncle crosses the Channel at the 
swim, he hastens to drink a 
Dubonnet. (My Uncle swims 
like a fish.” 

Agents are Graham & Gillies 
Ltd. 


Cossor Use ‘Day-Glo’ 

Supasigns Ltd. have produced 
for A. C. Cossor Ltd. a four- 
colour crown bill incorporating 
the words “Cossor Television” in 
fire-orange “Day-Glo.” The bills 
are being distributed to stockists 
in Birmingham and district to 
link up with the Radio Show. 


The F.B.1.’s new dollar sales 
booklet is entitled Dollar Sales— 


3—Capital Goods. 
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Highest Ever Three Months’ Spending 
On Press Ads. 


MAGAZINES TAKE THE LION’S SHARE, SAYS 
‘STATISTICAL REVIEW’ 


Record-breaking expenditure on Press advertising during the 
second quarter of the year is reported in the latest issue of The 
Statistical Review, published this week. A sum of £9,511,374 
—the highest ever touched in any three months — brings the 
total for the first six months of 1950 up to £18,441,862. 


Other highlights in this assessment of advertisement spending 


Advertising in magazines shows 
by far the greatest increase in 
volume of any group of media, 
as compared with 1949, 

Remarkable expenditure on 
household soaps and detergents 
amounted to £509,766. Aggre- 
gate for the half-year is £964,852. 
Lever Bros. lead, with Hedley in 
second place. 

In his notes “From The 
Managing Director's Office,” Mr. 
Jesse Scott says: “We've 
beaten America...in Press 
advertising percentage increase of 
1949 over 1948. According to the 
annual estimate by Printers’ ink, 
U.S.A. advertising expenditure in 
1949 showed an increase over 
1948 of only 7 per cent, while 
over here our 1949 expenditure 
beat 1948 by 40°15 per cent.” 
But he adds that the U.S.A, 1949 
figure, although only seven per 
cent higher than that for 1948, 
was a world record, $5,202,200,000. 


Examining the perennial ques- 
tion, nobody is at home during 
July and August, so why adver- 
tse? Mr. Scott tabulates seasonal 
fluctuations in Press advertising 
This shows that “range of fluctua 
tion in 1938 was from a low of 
£1:53 million in August rising to 
£291 millions in October. Similar 
trend was visible in 1939 from 
January to August after which 
the bottom fell out owing to out 
break of war Figures for the 
years 1940 to 1948 show the 
fluctuating tendency to have been 


eliminated by the restriction in 
space available for advertising 
Detergents Spent 

Twice As Much 

“In 1949 more space became 
available and the pre-war trend 


of fuctuation began to show 
itself but within narrower limits 
The figures for that year do not 
show a valid trend for the whole 
twelve months, for in the latter 
half of the year more paper was 
available and more space obtain 
able im magazines, so that the 
total for August was not, as was 
always the case in pre-war years, 
the lowest for the year.” 
Referring to the detergents 
battle, he says: “During the first 
six months of 1950 Press adver 
tising of household and 
detergents was more than double 
the same period of 1949 and of 


soaps 


the last normal pre-war year of 
1938." 

Analysis of total Press adver 
tising expenditure shows that the 
aggregate of £9,511,374 for the 
three months ended June repre 
sents an increase of 64 per cent 
on the previous highest figure 

By comparison with the second 
quarter of 1949, recorded cxpen 
diture #8 reported to have risen 


27:28 per cent 
The Statistical Review says 
“Magazines as a group scored 


the highest proportionate increase, 
the rises for the 
Of newspapers 
alike Technica! and trade 
journals register increases of a 
much smaller order 

‘It is of interest to note that 
whereas in the second quarter of 
1949 


several 
being 


classes 
singularly 


the gross revenue of Lon 
don morning newspapers from 
display advertising was appreci 
ably greater than that of the 
magazine group, Me current 
quarter's total for the latter is 


surprisingly close to the figures 
returned by the London morn 
ings 

In the first six months of 
1950 we have recorded expend: 
ture to the tune of £18,441,802, 
a fraction above 32 per cent more 
than the total of £13,963,048 for 
the same period of 1949 

For the present, however, we 


have touched the peak With 
newspapers of fewer pages in 
July, and the usual seasonal fe 


shall no doubt en 
counter a sizeable fall in aggre- 
gate expenditure.” 

Which advertising group spent 


cession, we 


the extra money? The Review 
reports 
Household Soaps: Again 
gister a remarkable rise, the 


quarter's total reaching £509,766 
This compares with £437,334 in 
t previous three months and 
£244,106 a year ago 


Shampoos: Intense competitive 


vctivity is reflected in the very 
big increase in expenditure. The 
quarter's total is £179,810 


£56.40) more than was recorded 
the first three months of this 
ind getting on for twice the 
amount spent in the correspond- 
quarter of 1949 Leading 
spender ts Bandbox with £17,466, 
which scores by the shortest of 
short heads from Bristow whose 
total is £17,386 New to this 
is Palmolive Shampoo, for 


which a campaign opened in 
May on which £4,500 was spent 
in two months 


Disinfectants: Much interest 
has been aroused by the very 
intense campaign for Lifeguard 


Disinfectant. During the past 
three months advertising to the 
value of £24,857 was recorded 
for this brand, which brings its 
total for the past six months to 
£38,536. The quarter's aggregate 
for the group reached £71,914, 
compared with £34,504 im the 
preceding quarter and £27,935 
twelve months ago 


Beer: In the first quarter of 
this year the total was £104,280; 
this quarter the figure has risen 
to £131,392, some £36,000 more 


than was spent in the second 
three months of last year. Most 
heavily advertised brand was 
Guinness with £29,912. The 
Brewers’ Society contributed 
£20,453 to the total, whilst 
£25,922 was spent by Bass and 


Worthington, of which the greater 
part was devoted to a campaign 
featuring both brews 
Cycles: Outstanding rise. 
Figure of £78,853 twice as much 
a8 Was spent in the first quarter 
Biscuits: During the past quar- 


fer most of the larger biscuit 
firms have been conducting 
bigger campaigns than at this 
time last year, and the resultant 


aggregate of expediture at £93,788 
is almost 40 per cent greater. 

Custard: Seasonal 
is much more marked, the 
amount recorded rising from 
£33,518 in the March quarter to 
£78,670 The latter figure com- 


eXpansion 


pares with £61,077 spent in the 
second quarter of 1949. Bird's 
Custard occupies its usual 


position at the head of the list 
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with a total for the quarter of 
£25,019. 


Sauces and Pickles: Rising 
trend continues and, for the 
quarter just ended, the total is 
£63,360, a much higher figure 
than has been reached for a very 
long time. H.P. Sauce remains 
the leader at about its usual level 
of expenditure. Other brands 
register rather higher figures, and 
a substantial contribution to the 
total comes from Heinz Pickle, 
for which £7,897 was appropri- 


ated to continue the campaign 
which opened last February 
Home Perms: During the 


quarter ended June 1949 expen- 
diture had risen to £66,321, after 
which it fell away to a low level 
of £26,232 recorded in the open- 
ing quarter this year. In April 
expenditure rose sharply as a 
result of a new drive for Pin-up 
Cold Wave, the challenge being 


taken up in May by Toni. By 
the end of the quarter Pin-up 
had spent £45,201 and Toni 


£36,474, and the aggregate for all 
advertisers reached £89,766 


Razor Blades: The past quarter 
has seen battle between the com- 
peting brands of Razor Blades to 
which the total of our chart on 
these products testifies. At 
£83,402, the figure is 
thrice the amount spent in the 
preceding quarter and some 
£24,000 more than in the second 
quarter of last year. Gillette, 
who spent £41,155, accounts for 
almost half the tota!. Star Blades 
in two months’ contributed 
£12,466 and Personna Blades, 
featuring a new pack in a heavy 
campaign in June, appropriated 
altogether £9,474 for the quarter. 

Cookers: £67,521 spent, £38,000 
more than in the same period last 
year. Aga top of the list 

All round increases 
reported in the Clothing ficid 


are 


PRINTING STOPPAGE 


(Continued from page 343) 


and there was no question of a 
lockout. The men were being 
asked to carry on as they had in 
the past. This did not refer to 
the working of overtime 

The dispute 
L.M.P.A. and the L.S« 
in April when the LSC 
mitted a claim for a 9s. 9d 
increase. The L.M.P.A 
2s. 6d., and the L.S.C. then with- 
drew its claim and placed an 
embargo on overtime for 14 days. 
This was on May 3 

After fruitless attempts at 
mediation the L.S.C. announced 
a ban on overtime in L.M.P.A 
firms and gave “every concession” 
to non-L.M.P.A. firms. The ban 
continued from that date, May 
18 

In June a National Arbitration 
Tribunal heard the case and the 
Union was awarded an increase 
of 3s. 6d, to come into force on 


the 
began 
sub- 
wage 


offered 


between 


the resumption of normal work- 
ing. including overtime. But the 
ban continued. 
The B.F.M.P. council met in 
July and endorsed L.M.P.A. 
policy in this dispute The 
employers were reported to be 
“unanimous in thew determina- 
tion to maintain their declared 
policy of resistance to force but 
willingness to give fair considera- 
tion to the LSC, claim once 
normal conditions are restored.” 
The Master Printers say that on 
August 18 representatives of the 
L.S.« repeated an informal 
proposal that there should be a £1 
increase in the minimum weekly 
rate from £7 to £8 The 
employers said that though the 
matter could be discussed when 
normal working was resumed 
there was little likelihood of their 
agreeing to £1 when the arbitra- 
tion award was only 3s. 6d. 
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CURRENT ADVERTISING 


Campaign For New Toilet Roll: 
Test For Johnson Liquid Wax 


ACCOUNTS MOVING 

To Cay ublicity Service 
Ltd.: Briton Brush Co., Ltd. (trade 
Press and export journals).— 
Newage (Manchester) Lid., 
makers of industrial engines and 
equipment (trade, technical and 
industrial journals). 


NEW ACCOUNTS 

lo Augur & Turner Ltd: 
Blake, Courtney & Partners Ltd. 
(advertising as Helen Maitland, 
Home Help Service), who are in- 
troducing Flim toilet roll in South 
London papers. Campaign ex- 
pected to become national next 
year. 


To Smee’s Advertising Ltd.: 
H. S. Whiteside & Co., Ltd, 
makers of salted nuts (nationals). 
This account was previously 
placed direct. 


Soap ‘War’: Latest 
Developments 
An extensive campaign 

for Oxydol, made by 

Hediey's, has been launched 
in national dailies and 

Sundays. 

A new poster for Dreft 
(also Hedley’s) has begun 
to appear. Agents for both 
products are Erwin, Wasey 
& Co., Ltd. 

A new poster for Wisk 
(Lever Bros.) has been put 
out A heavy Press cam- 
paign for this product is 
already running Agents: 
= Walter Thompson Co., 
Ad. 


To Gordon Advertising Ltd., 
Halifax: Skirtex Ltd., skirt manu- 
facturers (trade paper followed 
by a national campaign in 
women's magazines for 1951) 


To S. C. Peacock Ltd, Liver- 
pool: Bernard Wardle & Co., Ltd.. 
manufacturers of Everflex fur- 
nishing plastics (trade Press) 
Harvey Steel Sugars Ltd., brewing 
sugars (trade Press).-Armitage 
& Rigby Ltd, textile manufac- 
turers, Warrington (local cam- 
paign for recruiting workers). 


NEW CAMPAIGNS 

For Johnson's liquid wax, 
which has been reformulated, 
test campaign in Nottingham 
and Brighton. For Philips pro- 
jection television in local papers 
affected by the Birmingham tele- 
vision transmitter For Phili- 
dyne cycle dynamo lighting set, 
in cycling and children’s journals, 
trade Press, and a test scheme in 
Essex provincials Agents: 
Erwin, Wasey & Co. Ltd. 

For Cable and Wireless Ltd., 
prestige campaign telling how 
telegraphic communication was 
established between England and 


France 100 years ago, in 
nationals, provincials and periodi- 
cals. Agents: C. Vernon & Sons 
Ltd. 


For Dominion motor spirit, 
agents for which are National 
Benzok Co. Ltd., in motoring 
and trade journals, stressing that 
National Benzole service is now 
available to Dominion users. 
Agents: London Press Exchange 
Ltd 


For Velvet handkerchief tissue 
which is being issued in a new 
pocket pack, in trade Press. 
Agents: Greenly’s Ltd. 

For White Gardenia and 
English Freesia face powders and 
perfumes by Grossmith, 8 in. 
doubles in Evening News and 
Scottish papers. Agents: Gorings 
Led. 


For British Institute of Engin- 
eering Technology, in national 
dailies and Sundays, commencing 
with a half page in the Daily 
Express—For the Sheepskin 
Shop's new range of Four Seasons 
beaver lamb coats, in national 
dailies and Sundays. Agents: 
Cavendish Publicity Service Ltd. 


For the Sugar Manufacturers’ 
Association (of Jamaica) Ltd. 
during October and November, 
in national dailies and Sundays, 
and weekly general interest maga- 
zines supported by double- 
crown posters in Underground 
and suburban stations during 
October, November and Decem- 
ber.—For Associated Electrical 
Industries from October in 
nationals and Radio Times. 


For Ministry of Agriculture 
and Fisheries, a “Plough for 
Plenty” campaign, in county 
weeklies and farming Press. 
Agents: Erwin, Wasey & Co., Ltd. 


For the Sundeala Board Co., 
Ltd., in the trade and technical 
Press.—For Speedwell Motor 
Oils in the motoring Press. 
Agents: G. Street & Co., Ltd. 


For Trinity Laboratories Ltd., 
Blackburn, to introduce Trivan 
antiseptic baby cream, in trade 
Press, medical and nursing 
journals, and woman's maga- 
zines. Placed direct. 


For Smithfield Show and 
Agricultural Machinery Exhibi- 
tion (December 4-8), from 
November, in national dailies 
and Sundays London evenings. 
provincial dailies and weeklies, 
trade Press, double crown posters 
on London underground, British 
Railways (Southern region, subur- 
ban), and on bus fronts. Agents: 
Godbolds Ltd. 


The account of Wickham 
Engineering Co., Ltd.. which is 
moving to Edward Martin Harvey 
Advertising Ltd. on October 1. 
was previously handled by the 
agency. 


Crompton Parkinson 
To Lse 
Colour Film 


A lamp adver 


smpaign 
planned scientifically to catch the 
attention of ey spective 
buyer in the Unicd AKinedom is 
to be launched season by 
Crompton Parkinson | ted 

Keynote of the campaign is 
the new slogan Switch to 


Crompton and you're ON to a 
good lamp!” This slogan will 
be repeated in ewspapers, 
periodicals, on « screens, 
window displays, showcards and 
leaflets. 


A Press advertising programme 


includes the leading national and 
provincial daily and evening 
newspapers, periodicals and 
specialist trade and technical 
journals. 


Probably the most striking ap- 


peal will be made with “Looking 
on the Bright Side the first 
technicolor cartoon film ever 
shown publicly for lamp adver- 
tising. It will be shown in cinemas 


throughout the United Kingdom 


Greenslade’s Test 
Exhibition Stand 


As a forerunner to probable 
entry into the field of national 
exhibitions, Greenslade & Co. 
(Reading) Lid., exhibited at the 
Ideal Home and Trades Exhibi- 
tion at the Town Hall, Reading, 
from August 19 to 26 Their 
stand, which was one of the few 
designed specially for exhibition 
purposes, was carried out in a 
colour scheme of mushroom, 
black and green, and carried the 
slogan “Greenslade’s printing in 
every home,” as the general 
theme. 


The background was in alter- 
nate panels of black and mush- 
room, each panel containing two 
sheets of quad crown labels in 
full colour, and superimposed 
on these were smal! broadly de- 
signed houses each containing the 
manufacturer's actual product 


In the foreground, a display 
stand of modern design depicted 
by photographs, various processes 
and machinery at their works, 
and displayed showcards, folders, 
catalogues and book jackets 


To Attend U.S. Graphic 
Arts Exhibition 


Mr. William Soldan, Manag- 
ing Director of Soldans Ltd., 
will attend the Graphic Arts Ex- 
position to be held in Chicago 
from September 11 to 23 

On their stand, Soldans, one 
of the very few British printing 
machine manufacturers exhibit- 
ing, will be demonstrating the 
Bronzmaster, the Proof Press, 
and the Soldan-Spicer Autolift. 
machines developed since the 
war. 


ADVERTISER'S WEEKLY 


Temple Press At 
Two Shows 


Temple Press Lid. are pre- 
paring special stands to represent 
their journals at two of the 
year’s leading industrial exhi- 
bitions; the Society of British 
Aircraft Constructors’ Static 
Exhibition at Farnborough trom 
September § to 10, and the 
Commercial Motor Show at 
Earls Court from September 22 
to W 

The stand at Farnborough will 
feature The Acroplane and asso- 
ciated handbooks, against a 
background of “exploded” tech- 
nical drawings and a striking 
display of aviation photographs, 
including enlarged prints show- 
ing the latest types of British 
aircraft The annual “British 
Aircraft Industry Number,” 
published on September 1, will 
be on sale at the stand 

Special feature of The Commer- 
cial Motor stand at Earls Court, 
will be a display of chassis draw- 
ings enlarged from illustrations 
which have appeared in the 
journal, The current issue, con- 
taining a detailed review of the 
exhibits, will be available, and 
there will also be displayed a 
wide range of associated 
publications. 


Est. 1908 Phone : Hol. 6641/2 
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oe LAMBS CONDUIT ST., W.C.1 


Directors : 
George Mial!, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


THORNT 
COMMON 


Phone: Birmingham STE. 4235 


, KENILWORTH 


SALES LAGGING? 
CONSULT THE SPECIALIST 
CREATORS OF 
DISPLAYS THAT SELL 
ORBEX PLASTICS 


Buxton St. London Ad. Manchester 
Tel: Ardwick 105! 
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13 specialised publications which have 
established a high reputation through- 
out the World for the authoritative 
nature of their contents and their 


value as advertising media 


Published by 
TOTHILL PRESS LIMITED 
TOTHILL STREET + WESTMINSTER + LONDON © S.W.! 


NEWS AND NOTES 


A record weekly sale of over 
206,000 copies is announced by 
Blighty. The special summer 
number of the magazine sold 
350,000 copies which jis the 
largest ever. A weekly sale of 
250,000 is aimed at by the time 
the “Christmas Double” number 
comes out, 


Drurys Press's weekly Hair- 
dresser and Beauty Trade wil! 
become a monthly, renamed Hair 
and Beauty, on January 1. it 
will be a _ trade publication, 
printed on art paper, 11 in. x 
8} in. Yearly subscription rate 
of £1 remains unchanged. Ad- 
vertisement page rate: £27, of 
£30 facing editorial; £10 per 
colour extra. Miss Dinah Hood 
remains advertisement manager. 


With the September issue, ad- 
vertising rates of The Plumber 
& Journal of Heating, published 
by Dale Reynolds & Co., Ltd., 
will be increased by £1 a page. 
As from the issue on sale on 
September 15, British 
Weight Lifter and Body Builder 
will have a new cover design 
lending itself to prominent dis- 
play positions. This issue will 
be the September/October issue 
and the following number, on 
sale on October 15, will be dated 
November. 


The Daily Graphic organised a 
composite page for the opening 
day of the British Food Fair. 
Advertisers who participated were 
Freulite self-raising flour, O.K. 
Sauce, Ministry of Food, Be-Ze- 
Be honey, British Electrical De- 
velopment Association, and 
Tate & Lyle. 


STOP PRESS 


PRINT STOPPAGE: 
MINISTER ORDERS 
COURT OF INQUIRY 


Minister of Labour has 
ordered Court of Inquiry to in- 
vestigate dispute. 

Last-minute efforts by Minis- 
ter to avert sto e failed 
when L5.C. rejec request 
to call off “work to rule” and 
overtime ban pending hearing 
by Court. 

Reports Wednesday ~~ 
sto ce almost complete 
LMP_A. houses throughout 
London area. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led. at their office at 180, Fleet Street, London, E.C4. 
August 31, 1950. Printed in England by Staples Press Limited at their Great Titchfield Screet, London. 


(Phone : Chancery 6844.) 
establishment 
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